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The break-down 
problem 


Sir,—Some publicity was made 
recently over the statement that 
trade journal ABC figures needed 
a break-down into trades for 
them “to tell the whole story.” 
[his reminds me of the come- 
dian’s gag to an umappreciative 
audience—“what d'yer want, 
blood?” 

Of course a_ break-down is 
desirable—the snag is, it just isn’t 
possible. You can’t force firms 
to give you information—and 
nothing else, other than a per- 


THIS WEEK 
How a new shirt was launched— 
page 24 
NEXT WEEK 


Survey of Wales and the 
Border Counties 


sonal inspection, could give you 
accurate information. Even if 
this were possible in Gt. Britain's 
section, how would you manage 
overseas? 

With the trades’ analysis you 
must show proportions of manu- 
facturers, merchants, etc. Now 
who would, for example, define 
a “manufacturer”? It certainly 
is not always “one who makes.” 

A break-down such as this, to 
be of any use, must first be com- 
plete and secondly have the 
same degree of authenticity as the 
audited circulation figures. The 
first is not possible and the 
second would present the auditors 
with a poser! 

The request for this break-down 
tends to belittle ABC figures. It 
would be far better to ask why 
so many journals still hide their 
circulation under a bushel and to 
give increasing support to those 
trade journals who, at least, have 
done all they can and all they 
have been asked to do. 

L. W. CUTHBERT 
Meadvale Road, Ealing, W.5. 


| Difference ? It’s 
all the same 


Sir,—I sympathise with Truvox 
Ltd. (July 13) who find that their 
excellent slogan “Hear the 
difference” is being “pinched” by 
other advertisers. 

Circa 1952, while with T. B. 
Browne Ltd., I produced the 
slogan “Fit Lodge Plugs—and 
note the difference.” This was 
improved by my copy chief 
into “feel the difference.” And 
for six months we ran a national 
and trade campaign for Lodge 
Plugs on that slogan. 

For the next two years, grin- 
ning like a fiend, I kept a list of 
nationally 
which invited consumers to feel, 
smell, enjoy, etc., “the difference.” 

The list then totalled 18. I 
grew tired of the joke and ceased 
to list later users. 

S. W. BarRTRUM 
Leinster Square, 
Bayswater, W.2. 


Back in 1900. 


Sir,—E. Morris, of Truvox, 
hastily accuses copywriters of 
plagiarism because variations of 
his firm’s slogan “Hear the 
difference” are used by other 
advertisers. 

If he will take the trouble to 
look through old files he will find 
many examples of the “differ- 
ence” angle. 

Referring to my copy records 
I find, for instance, that “Note 
the difference” was used in 1909 
by Jas. Smith & Sons, dry 
cleaners, Dewsbury. in the 
monthly magazines of the period. 

Husert E. CHANT 
Gates-Green Road, 
West Wickham, Kent. 


To copy—or 
create? 


Sir,—E. Morris, of Truvox, 
Ltd., is upset because he is 
denied the use of a certain 
slogan. He says, quite anxiously, 
that his advertising advisers are 
going to have a hard job to pro- 
vide a substitute. +. lea 

Once, in that exquisite inn in 
the market place of Stow on the 
Wold, some of us were holding a 
war re-union. One of the really 
“Big Five” of advertising was 
facetious on the subject of 
Oxford Dons. 

The Oxford Don who was of 
our party—one of the most 


advertised products - 


brilliant men of the whole popu- 
lation of the world—replied by 
taking a copy of the Daily Ex- 
press and rewriting all the adver- 
tisements on one of the pages. 
He not only made the wording 
arresting and convincing, but he 
crammed wit and invention into 
every line: beyond this, he even 
drew delightful illustrations. 

A man with a first-class brain 
could produce 20 slogans in 20 
minutes. 

Incidentally. may I add con- 
gratulations on the sound criti- 
cisms turned out by your staff. 

JASON GURNEY 
Nugent Terrace, N.W.8. 


No difference! 


Sir,—Mr. Morris would be 
justified in his verbal chastise- 
ment of highly paid (?) copy- 
writers who so_light-heartedly 
toy with variations on his com- 
pany’s newest slogan which is 
still wet around the ears—if thar 
slogan was itself original. 

“Hear the difference” was a 
mighty good slogan—when it was 
new! But it was ten years ago 
when John Bull Valves exhorted 
the reader to “Listen and Hear 
the difference.” 

E. W. UsHer, 
Director. 
Redheads Advertising Ltd., 
Newcastle upon Tyne 1. 


Now for ‘serious 
thought’ 


Sin,—Mr. Morris laments that 
his slogan “Hear the difference” 
has been stolen by wicked, highly- 
paid copywriters, who, short of 
ideas, spend their time searching 
the ads for other people’s. 

I would point out first that a 
copywriter unable to produce 
original ideas would not be 
highly paid for long, and secondly 
that Mr. Morris’ idea, excellent 
though it may be, is certainly not 
original. It is simply a variation 
of the old and well-worn theme: 
“Our product is better than our 
competitors’,” a more or less 
subtle implication of which will 
be found in most advertisements. 

It is a relief to see that at the 
end of his letter Mr. Morris pro- 
vides his own salvation: “. . 
serious thinking in an attempt to 
provide a slogan which cannot be 
amended to suit other products.” 
Go to it, Mr. Morris—it’s the 
most fascinating part of this 
highly competitive game! 

DEREK PAGE 
Rotherfield, Sussex. 


SIGNCGRAFT 
SILK SCREEN 


SWINDON SIGNCRAFT LTD. 


Swindon 3282 


Radio ads in 
Ireland 


Sir,—In his article on media 


in the Republic of Ireland 
Supplement to ADVERTISER'S 
WEEKLY (June 29), C. E. McCon- 
nell is in error in stating that the 
first attempt to introduce radio 
advertising in Ireland was in 
1933. It was, in fact, several 
years before that—in 1926. 

For the records, the first radio 
advertisement was sent out on 
April 21, 1926. It was in the 
form of a short story entitled 
“What happened at Murphy's?” 
The script was written and the 
story broadcast by the under- 
signed, and it met with remark- 
able success. 

Several similar broadcasts fol- 
lowed, but owing to opposition 
from newspaper organisations 
(less enlightened than they are 
today) radio advertising was sub- 
sequently suspended and did not 
resume till several years later. 

BRIAN D. O’KeNNeEDY, 
Managing director, 
O’Kennedy-Brindley Ltd., 
Dublin 


Fast service 


Sir,—I was very pleased to 
read Frank S. Winfield’s letter 
(July 6) regarding the prompt 
service given by Messrs. G. & B. 
Arts Ltd., in the supply of screen- 
printed showcards, especially as 
this firm is the latest to be 
elected a member of the DPSPA. 

It is indeed gratifying to know 
that our claim that print buyers 
can rely on the quality and ser- 
vice of our members is sub- 
stantiated, and I am _ personally 
indebted to Mr. Winfield for 
being so good as to express his 
appreciation in the form of a 
letter to the trade press. 

F. J. Lemay, 
President. 
Display Producers & 
Screen Printers Association. 
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| | 
THE OBSERVER 


Average weekly 
net sale (A.B.C.) 
JANUARY—JUNE 1956 


601,402 


JULY—DECEMBER 1955 573,632 
—an increase over six months 


of 27,770 


For many years one of the most 
powerful advertising media in the 
country, the figure of 601,402 now 
makes THE OBSERVER advertise- 
ment rate of £13 an inch by far 
the most economical in the Sunday 
quality field. 
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rthur George Street—author, lecturer, broad- 
caster, and Moonraker—was born at Ditch- 
ampton Farm, Wilton, and educated at Daunt- 
sey’s School. As a young man spent four years 
in Western Canada, and has farmed in Wiltshire 
ever since. Published “ Farmer’s Glory” in 
1932, and now has over twenty books to his 
credit. Hon. President Edinburgh University 
Agricultural Society, 1935. Loves farming, 
fishing, shooting, and cheerful contract bridge— 
in that order. Here he is at home at Mill Farm, 
South Newton, Salisbury. 
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“My Daily Mail’ oy 4. c. streer 


- I PREFER to call the Daily Mail my ‘ Fairy 

Godmother.’ You see, it published my 
first attempt at writing, and so I’ve had a soft 
spot in my heart for it ever since. 

I’ve taken it regularly for thirty-five years, and can- 
not imagine a week-day breakfast without it. Besides, 
as a farmer, I just haven’t time to wade through acres 
of newsprint to find what I want, so the attractive lay- 


out and readable style of the Daily Mail suit me fine. 

But what I like most is that the Daily Mail does 
live up to its description of ‘ Independent.’ Having 
given me the news, its views do hold the scales of 
justice with equal poise—between town and country, 
men and women, rich and poor, capital and labour, 
work and pleasure, my own country and others. In 
these days I find such a sense of proportion very 
refreshing indeed.” 


“4 52 * Set : st id bi = ai . 
« ; a F ie ¥ te? Phe j all <a v a be . - ‘ ee 
- * : i Eo 2 4 . ai oa ry oy De ae ; 
s ss ey ‘ y =e tars 74 * a y Bp 4 ‘ Po 4 Ss 
- i ome > & SS - eee ee x” ; , te arn aces ee cata 
ee 2S & ae — PE i 
a ea eee we & ray a a w, %, ? ; 
| E — 206 wer.) Sy EN F 
° ee ie 2 ie a us aan oF  - ‘ oe ' See i: = _ 
os * 2 2 sae > eee ee a eo é ne ie % {yag = a wiht 
-— 13 2 oe Pa. - 7 oa * fe P ake a anes i 
ved * fe ® cid x Rs Fi : ° = , a Ye oa = pe i ‘ } 
| . 4 = % i °F E Z ‘pin =, 0 4 ‘ Px; 
ms “aii = 4 5 . an se t as pa : ; r Fe: 
ca ee i Ze Ry 4 $ cn “gf ae *F 
ee were oe Fe  - 7 ; ’ S$ A abana ae 
aa te ae so ne “oad pe. a i _ Bs. ae ~ Ba a 
Bee a Re ae 3 : : Sam ‘ o> iy Te at IN a ? 
Se te a =e “- a ese 
of. sia eres oe ee Sar. oe ott - “iia a Z > bite 
6 mat de ae : ¥. -. a ‘ + & Be q ‘ j 
e) _ are an 5 : Ge MEE ee t e & as i a 
fa a Oe eae Qt é 2 = 5 a es ‘ P ‘ 
Loe ee ts 4 =" eet = >) ‘ Bde: fe Seema : ee } 
. . d rst Te 2 7 oe, we | Pal eee eA Fa ee ~* ae Ee ‘ a . Ry 
— : 5 gg es See i : oe. ae FE 7 
= 2 oe 2h sd ath’ Ren = 7S age ; S 4 ; f .. 
= oie Pag aE a oa * y — ah “a i ee . : 
7 aa =, 0 E ae ie fey - ye = By: = eS > 3 i 
us AS dé Vee et . i. -. - a 
- 3 4 Ps ee < ——— ll ey oes eer -e 
_ fect;  °§ ~~ ie ’ * : ee - 
a ae * i ae on 3 = a - e 
> Fi 2 ba ips ho > a Po ” rf ps 
._ o ig it) ae hs _£ iu a 
3 ie * ¢ ras i 2 oo . s P “2 
~~ * [a | 
Be a —~ » = a pai ae ae is ‘5 Z a, P “ 
Be py BR Re Rey ee alee x3 ony y si ; a g : ee and + 
.) ae ee ae or by Sa Se ee i ; i aria ’ 
Be, _ 4 5 vas . ae » 2 mek: a a, - PEN . 
aes } 2 + % 2% ay “ 4 ao ex : ae ; j 
Bas ol ae ae ei ae / _ ; : é et: es A 
4 es reer iN i ae - 4 Ss oe ~ = ie, t.. 
Oh a —— a 4 7 : c. 
ae ma ud hae a a ial ae . eae 3% 
Rew Hae < #: a = ail a Pi) . <4 + 
bars fa ei Be ae — aha ig * * . . “ te r ve 
Ae Rea hfe? 2 . Y ‘ : 
oars ees A % bits . —_— - ye oe 4 " 4 
. or a aa on S2. : ~~ FF tice ie Pi 1 : \ 
ape aes an os & Bo saaal SP! Pcie ss a em ; 
roti Pe , ; P es. 2 oe me ar : rd 
ik Sey “is ge 1 aga : = & 4 F ke “i - a $" < us " : - My j 
"a ; <= PP Say ee ins = 
2 ee ead ; js See ery “ r Se i 
* 7h Beri: & at: o iz , a le, j ies: PS hae Ce pa : ; al a 
a Cie He eae Ce s ¢ aa % Bee S 
Vive i , a es, ae Re sae. as hare 
fA aes ze Se “Ss f . ee ‘ ee . % faa ‘ \ 
f ' alles “f ll be. a > Y se ei . ie ¥ bb i yt a Z of ¥ 3 wr = 
i as eg e3 ‘i re be del aimee ° ; ' i | 
“a ae ‘ y a milla’ 3 > ; aoe bP > ' 
‘ F pe’ ! or ‘ Noe ane f° ; 4 7 
. a iat! « gee e de 7 ‘eS J an ) a a a a t 
; , gt, on = ee ee . ‘ eee 7 a coe nee Be ty al 
ec ty Saree ; 4 , iy See ‘ P ony a 
. atom oh Wo afte bat, ep ese <> aa iy P Ps a } 
es. PK es Aaa ee ie ears eS —_—__ ae | 
; 5S: . (Se ae ea ae. | 
y os ; er tee : *. Be ort 
; — ier ae eee ah hee ili A Ss Z eo 
“ “ ~ S, ie! - ~ — , . 
\ : “ae. a ™ iin 
we en be 4 
. te ie = 
. Seana Om ; ¢ ” ine Hp y , 
Es : . # a ol 
: ~~ ee 4 Es am ; 
‘= me : 4 =~ fe ? 
ms cc oe > ois : : } 
: ae" a es | 
- — : = ae a we A ° u 
on ,, WR Fn . Ax same eee FO 
. : = Vag ® ” * ee i : 
re et eS ege 
wi, M82 eee PE. ne ens ee, ; ! 
. ~~ ae . | —— oe - 
. 4 . er Soe re ™ 
¥ 7. = ae ~ oa omer ”* 
. * a 9 ; oo oO « 
a - ; . ee ap One Sarre " 
oe = . ‘ een Sane > 
ss > er ~ — ges “a 
’ =. ty Sa ' 
} X. ] 
; ‘ — - 
4 
} 
, 
, 
Y 
| 
pers } 
*. " 
| ae a ay a a Pee > en ¥ 0 Cae i es “7a 
as copia 7) ae —_ | J ne 4 oe 2.8. 3s, (eee 


Jury 20, 


1956 


one 
gall ahem 


PRIESTLEYS 
of Gloucester 


GLOUCESTER 2281-4 
LONDON TRA 42718 
B'HAM CEN 1941 


Vol. 173 


Telephone: WATerloo 3388 


Advertiser's 
Weekly 


The Journal of British Advertising & Marketing 
Mercury House, 


109-119, Waterloo Road, London, S.E.1. 
City Office : 
78j/- A Year Post Free 


No, 2,247 


180 Fleet Street, E.C.4. 


FRIDAY, JULY 20, 1956 


ADVERTISER’S WEEKLY 


PRIESTLEYS 


of Gloucester 
Gloucester 22281-4+ Londen TRA 42118 
Birmingham CEN 1941 


Three clubs in plan 


to boost advertising 


SEARCH FOR BROADER PLATFORMS 


T HE three “metropolitan clubs”—the Publicity Club of 
London, the Regent Advertising Club, and the Berks & 
Bucks Publicity Association—have been asked by the 
Advertising Association to help find platforms for speakers 


on advertising. 

The Publicity Club of London 
has already decided to co- 
operate. At a council meeting 
on Monday, it decided to appoint 
a committee under the chairman- 
ship of J. H. A. Cocks (manag- 
ing director, Gordon & Gotch, 
Ltd.). 

Strong support from both 
Regent, which considered the 
suggestion at a meeting on 
Wednesday, and Berks & Bucks, 
is understood to be almost 
certain. 

The approach to the clubs has 
been made following an explora- 
tory talk between Trevor Harris 


(chairman, Publicity Club of 
London), Hal Saward (past 
chairman of Regent, and chair- 


man and instructor ef its public- 
speaking group), Ian Buchanan 


(past chairman of Berks & 
Bucks), and Denis Last (the 
Advertising Association’s  in- 


formation officer). 
Extension aim 


The purpose of this new 
development, Mr. Last explains, 
is to extend the range of con- 
tacts in a way that is, in 
practice, almost impossible 
through the headquarters of 
many national organisations. 

It is felt that club members are 
often ina position to secure an 
invitation from members of such 
bodies as townswomen’s guilds, 
business and professional 
women’s clubs, Co-operative 
Women’s Groups, Young Con- 
servatives, Young Liberals, 
Young Labour Clubs, local meet- 
ings of associations such as the 
Institute of Accountants, local 
secondary modern or _ other 
schools, and members of local 
town planning committees or 
citizens’ associations. 

In a letter to the secretaries of 
@ Continued on page 14 


‘Some progress’ 
on print wages 


In the print wage talks, which 
involve five non-craft unions, 
some hope of a_ settlement 
emerged this week. At last week's 
meeting at the BFMP between 
representatives of the printing 
employers and the unions con- 
cerned “some progress was 
made.” 

The employers offered to bring 
wage levels for craftsmen up to 
the level of the _ settlement 
reached with craft unions in 
May. This offer has been accepted 
by Monotype Casters and Type- 
founders’ Trade Society and the 
National Society of Electrotypers 
and Stereotypers. 


TAM v. Neilsen row 


The row over the award of 
the television audience-research 
contract to TAM continued this 
week. Statements, given in full 
on page 12, have been made by 
Major Harrison and Alex 
Anson. 


end of next month. 


London Authority in 1931. 


Council in the same capacity. 


Parachute Regiment. 
ber of the Institute of Public 
was its president in 1953-54, 


Mr. McLoughlin started his career in the 
public relations department of the Port of 
From 1946 to 
1948 he was public relations officer to the 
Metropolitan Borough of Paddington, and 
since 1948 has served the Middlesex County 


During the war he became a major in the 
He is a founder-mem- 
Relations, and 


Andy McLoughlin is appointed as 
AA’s new information officer 


A. A. McLoughlin has been appointed to 
the post of information officer of the Adver- 
tising Association in succession to Denis 
Last. He will take up his duties about the 
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New IPA members 


. 
will meet 
A one-day conference for 
Members and Associate Mem- 


bers admitted to membership of 
the IPA since the first National 
Conference in October, 1954, will 
be held at 44 Belgrave Square, 
SW1, on Friday, November 16. 
The conference is intended to 
inform new members of the com- 
prehensive nature of the Insti- 
tute’s work and of its interest in 
the problems of specialists. 

In addition to talks by senior 
members and a question-and- 
answer session, there will be five 
separate discussion groups on 
various subjects. 

The conference will be fol- 
lowed by a dinner at the Waldorf. 


‘Misguided’ Bill 
The Press Council on Tuesday 
described as “misguided and re- 
actionary” Lord Selbourne’s Bill 
to set up an authority to licence 
and control newspapers, accepting 
The Times as a standard. 
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over 250,000 copies monthly 
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£750,000 CULTURAL 
GRANT FOR ITA? 


Postmaster - General Dr. 
Charles Hill is considering a 
request from ITA for a grant 
of £750,000, he told the 
Commons last week. 

ITA require this sum to 
compensate for cultural pro- 
grammes which have a more 
limited audience appeal than 
other shows popular with 
advertising interests. 

Dr. Hill admitted that nego- 
tiations had been going on 
for five months and that a 
desire to improve the balance 
of the ITA programmes was 
behind the application. 


Half-penny on 2 
Northern papers 


At the annual meeting of 
Portsmouth and Sunderland 
Newspapers, Ltd., the chairman, 
S. Storey, MP, ‘said that it 
would be necessary to increase 
the price of the company’s papers 
in the North from 14d. to 2d. 
The increase, which affects the 
Sunderland Echo and _ the 
Northern Daily Mail, West Har- 
tlepool, will take effect from 
Monday. 

‘Absurd’ system 

Referring to the increase in 
price of the Evening News, Ports- 
mouth, which had taken place re- 
cently, he said: “Although the 
price increase is justified by rising 
costs, the compelling factor was 
the absurdity of our newsprint 
rationing system, whereby we 
could not obtain the newsprint 
we needed to improve our news 
and to publish all the advertising 
offered to us, unless we increased 
our price.” 

He commented that while com- 
mercial TV had been delayed in 
their newspapers’ areas there 
were “clouds on the advertising 
horizon” which could not be 
ignored. For this reason the 
policy of restricted dividends had 
been continued. 


P & D survey cinema-goers’ 


buying powers 


‘STARTLING FIGURES’ ARE PROMISED 


Pearl & Dean (Screen Advertising) Ltd. have commissioned 
Mark Abrams, of Research Services Ltd., to survey the pur- 


chasing .power of the cinema-going public. 


Field work has 


already been conducted, and findings are now being tabulated. 


Ernest Pearl, chairman of the 
Pearl & Dean organisation, said 
last week: “Some startling facts 
and figures will be published in 
September.” 

He was speaking to a big 
gathering of advertisers and 
agents at Les Ambassadeurs 
when the first step was taken in 
a campaign to present statistics 
about screen _ advertising 
audiences. 

Guests were greeted by girls 
with buttonholes tagged with the 
initials YPSW—letters which also 
appeared on a number of sign- 
posts. 

Mr. Pearl unveiled the gimmick 
to reveal on a three-panel poster 
board the slogan “Young People’s 
Shop Window.” 

He said: “There is a great need 
for the medium owner to present 
the vital facts and figures about 
his medium to media buyers. 
This matter was very actively 
debated at the recent Advertising 
Association Conference in 
Brighton. 

“We in Pearl & Dean are con- 
scious of our responsibility as 
medium owners to service you 
with essential information and 
statistics as to the value of our 
own particular medium, the 
cinema screen. 

“This party marks our first 
step in this direction. We have 
concentrated on a particular age 
group, the young people of 16 to 
24. Ninety-five per cent. of this 
age group go to the cinema once 
a week, so we suggest that the 
cinema screen can be rightly 
called the ‘ Young People’s Shop 
Window.’ ” 

Mr. Pearl claimed: “For any 
product whose market is partly 
or wholly among the young 
people—teenagers, engaged or 
young marrieds—and we all want 
to establish our brand loyalties 


‘Stiffer penalties under Marks Acts’ 


Sebastian Earl, chairman of 
the Retail Trading-Standards 
Association, reveals in his annua! 
report that the Association 
undertook six prosecutions under 
the Merchandise Marks Acts last 
year, and that in every case the 
defending company was con- 
victed, total penalties amounting 
to no less than £1,200. Of this 
amount, almost £600 was re- 
ceived in costs. 

“Your Association,” he says, 
“welcomes the salutary tendency 
of magistrates greatly to increase 
the penalties for infringement of 
the Merchandise Marks Acts, 
which must go far to deterring 
potential offenders.” 


He was pleased with the liaison 
between the Association and the 
newspaper advertisement man- 
agers, which had resulted in a 
marked and continuous improve- 
ment in the standard of mail 
order advertising. 


Zagreb Fair plans 


Plans for the International 


Zagreb Fair, to be held in Yugo- 
slavia from September 7 to 20, 
are now being finalised by Auger 
& Turner Group Ltd. A repre- 
sentative of the group will leave 
fer Yugoslavia early next month 
to organise the British Pavilion. 


young—the cinema gives the 
greatest coverage of all media at 
the lowest cost per 1,000 with the 
advantage of colour, movement 
and demonstration.” 

Details of this young people's 
market were presented in a bro- 
chure entitled “Who goes window 
shopping in the dark?” And the 
shopping careers of Peter and 
Susan were followed through 
courtship to engagement and 
marriage. 

Quoting from the Hulton 
Readership Survey, TAM and 
Radio Luxembourg surveys, it 
contrasted coverage and cost of 
various media. 

The brochure was designed by 
John Hobson and Partners Ltd. 
and printed by Krisson. 


P & D return to 
Carlton Hill 


On Monday, Pearl & Dean 
(Productions) Ltd. will transfer 
their production of film and TV 
commercials to Carlton Hill 
Studios, thus resuming their pre- 
vious working relationship with 
Earnest Roy and his staff. 


P. & D. will continue to pro- 
duce full-length documentary 
features at Southall but will re- 
linquish their licence there to 
Alliance Film Studios Ltd. who 
require the studios themselves for 
feature and TV production. 

The P & D model animation 
unit will be housed in their 


studios at 33 Dover Street and 
the cartoon unit at the studios at 
38 Dover Street. 


JuLty 20, 1956 


What is 
controlled 
circulation? 


In the course of an inquiry into 


the operation of controlled 
circulation in Britain, we have 
received a number of defini- 
tions of the technique. For 
example: 


@A controlled circulation publi- 


cation is one that is addressed 
to a specific category of 
individuals or firms. It covers 
a field in which these people 
have a common interest. 

@ The true basis of controlled 
circulation is the voluntary re- 
quest of the recipient who is 
carefully selected, pre-suppos- 
ing refusal of free circulation 
to some applicants, and a total 
circulation which has an 
effective limit as soon as the 
sphere of industry covered by 
the journal has been fully 
enlisted in support of it. 

@ Controlled circulation means 
free distribution to a carefully 
selected list of potential buyers 
of goods advertised in a 
specialised journal. 

But what about journals in the 
consumer market which are 
now claiming controlled 
circulation? , 

The technique, operation and 
scope of controlled circulation 
in this country will 
examined in a Special ADVER- 
TISER’S WEEKLY Survey, to be 
published on August 10. 

Meanwhile, what do you under- 
stand by controlled circula- 
tion? And what are your 
views on the technique? 


Nielsen survey 
The latest Nielsen TV survey 
in the Winterhill area reveals 
337,000 households can now re- 
ceive Granada and ABC o- 
grammes. The number of 
homes in the Winterhill area con- 
tinues to grow at the rate of 
6,000 households a week. 


At the launching of the YPSW, carnation button holes are received from 
one of the flower girls, representative of the youth who attend the cinema, 
by (I. to r.) K. Pain (Pearl & Dean), Lt. Col. Alan M. Wilkinson (London 


Press Exchange Ltd.), and Dudley 


urner (Dudley Turner and Vincent Ltd.). 
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ADVERTISER'S WEEKLY 


First IP R examination will be | ‘TEAHOUSE’ STARS 


held next year 


‘PROBABLY THE INSTITUTE’S MOST 
IMPORTANT ADVANCE YET’ 
The first examination of the Institute of Public Relations 


will be held next year. The intermediate examination will 
take place in July, with the final examination the following 


year. 

For students in the London 
area who will be preparing for the 
examination, the Institute has 
arranged with the Regent Street 
Polytechnic for a course which 
will start this September and will 
end in June, 1957. 

“The introduction of the 
examination and the inaugura- 
tion of the Polytechnic course 
constitute perhaps the most 
important steps taken by the 
Institute since its inception 
nearly eight years ago,” says an 
IPR statement issued this week. 
The intermediate examination 

will deal with the main media of 
public relations and will consist 
of two three-hour examination 
papers on: the principles and 
practice of public relations, press 


relations, advertising, printed 
material, opinion research, and 
visual aids. 


Those taking the examination 
must be over 20 years of age and 
must possess the General Certifi- 
cate of Education at the Ordinary 
Level or its equivalent. 

The course at the Polytechnic, 
which will be under the direction 
of Frank A. Heller, head of the 
department of Management 
Studies, will cover all the subjects 


‘Evening News’ 
celebrates 


Next Thursday, the Evening 
News will celebrate its 75th 
anniversary. The paper was first 
published on July 26, 1881, but 
it was not until the Harmsworth 
brothers bought the paper .13 
years later that it really thrived. 

By 1920 its average sale ex- 
ceeded 825,000 copies every day. 

During the Second World War 
it became the first evening news- 
paper ever to top the million 
mark on an ABC figure. 

For a number of years its net 
sale has been described as greater 
than that of any other evening 
newspaper in the world. 

On the day of its anniversary 
the Evening News will mark the 
occasion with a special page spot- 
lighting the very first issue. 


CTV on top 


Between the peak viewing 
hours of 8 to 10 p.m. during the 
period October, 1955, and June, 
1956, 66 per cent. of switched-on 
sets able to receive commercial 
television in the London area 
were tuned to ITA transmissions, 
said TAM this week. 


of the examination. The lecturers 
will mostly be senior members 
of the Institute. 


There will be provision for 36 
students, and the lectures will be 
held at the Polytechnic’s Balder- 
ton Street (off Oxford Street) 
building. There will be two 
periods of 14 hours each week on 
Thursday evening. Cost of the 
course will be about £5 5s. 


More details of the examina- 
tion and of the course will be 
announced later, although pre- 
liminary enquiries should be 
made to the general secretary of 
the Institute, Hastings House, 
Norfolk Street, W.C.2. 


@ The syllabus in full—page 60. 


The exclusive picture above— 
the only one to be published in 
this country of the stars playing 
their actual roles—has been re- 
leased this week by MGM to 
assist artists entering for their 
1,000 dollars international poster 


‘Copytaster’s’ pick to design cover 
of ‘Two Freds’ programme 


** Copytaster’s ’’ high tribute in last week’s issue to the ‘* bright 
people ’’ who produced the latest Sugar Puffs advertisement is 
quickly followed by the news that James Holland, one of the 
** bright people ”’ . has agreed to design this year’s 
colour cover of the programme of the ‘* Two Freds”’ cricket 
match in aid of NABS. 

** Jim *’ Holland—an old friend of the *‘ Two Freds”’: his 
illustrations were much admired last year ; and his wife helped 
for the last three years in producing the 
programme—is group art director of Erwin 
Wasey and Co. Ltd. In addition to his 
work as an artist in the agency field, he is 
well known as an illustrator of books, 
including stories by Nicholas Monsarrat of 
** Cruel Sea’? fame. He co-operated in 
the design and production of the *‘Sea & 
Ships ’’ pavilion at the Festival of Britain. 

With Jim Holland joining Mervyn Wilson, 
Ronald Searle, ‘‘ Fougasse’’, ‘* Mel ”’ 
Roy Ullyett, and ‘‘ Joss”’ in designing 
covers for the ‘“‘ Two Freds,”’ this year’s 
programme in aid of advertising’s own 
_. charity has got off to a good start. 

The match, which is organised by the 
Fleet Street Column Club, takes place at 
the Hurlingham Club on Wednesday, 


James Holland 


September 5. Anyone wishing to take space in the programme is 
asked to contact John Sime (‘* Advertiser's Weekly ”’) at 
Waterloo 3388. 


More incentives to players in the match to increase the total 
for NABS have been announced this week by H. Dawson 
Salmon (Argus Press, Ltd.). They are : 

J. H. A. Cocks (managing director, Gordon & Gotch, Ltd.): 
one guinea for every Ibw, with a guarantee of three guineas. 

Jeoffrey Crew (Everetts Advertising, Ltd.): one guinea for 
every middie stump hit, with a guarantee of two guineas. 

G. H. Wilkinson (Kodak): 10s. 6d. for every dropped catch, 
with a limit of 20. 

Reg Palmer: 10s. 6d. for every catch held. 

K. Mason (“Impact”): 10s. 6d. for every run out or stumped. 

H. L. Clarkson (S, H. Benson, Ltd.): 2s. 6d. for every 4 and 
5s. for every 6 hit by the Press and Print XI. 


Here, in their film roles, are (1. to r.) Marlon Brando, Machiko Kyo and 
Glenn Ford. 


Aid for the MGM contest entrants 


design contest for the film, “The 
Teahouse of the August Moon.” 

There is no stipulation that the 
film stars concerned should be 
featured in any layout submitted 
for the contest, but artists are 
encouraged by MGM to consider 
introducing the rsonalities. 
Only this picture will be avail- 
able during the period of the 
contest. 

Closing date of the qualifying 
contest, for which prizes of £100 
and £50 will be won, will be 
August 15, with noon the final 
time for entries. Judging is 
scheduled to take place the fol- 
lowing day, with Sir Gerald 
Kelly, W. A. Cathles, Editor of 
ADVERTISER'S WEEKLY, and 
Edward Le Bas, the distinguished 
English painter, as judges. 

Full information, conditions of 
entry and entry forms can be 
obtained from the Director of 
Publicity and Advertising, MGM 
Pictures, 58, St. James's Street, 
S.W.1. 

Enquiries have been received 
from Eire as to eligibility for 
entry. MGM _ have confirmed 
that the territories covered by 
the qualifying contest are the 
United Kingdom of Great Britain 
and Northern Ireland, the Isle of 
Man, the Channel Isles and the 
Republic of Ireland. 


Come-to-Britain 


_ advertising 


The Lord Mayor's Show and 
a Canterbury Pilgrimage were 
used as copy themes to attract 
more American tourists to 
Britain, it is noted in the British 
Travel and Holidays Association 
Annual Report. 

The volume of advertising in 
the world’s press can only be 
maintained or increased throu, 
co-operative schemes with the 
principal carriers, says the re- 
port, referring to limited funds 
available for overseas promotion. 
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ADVERTISER'S WEEKLY 


LATEST ABC FIGURES 


‘Woman,’ ‘Daily Sketch’ 


circulations soar 


BUT LONDON EVENINGS STILL DROP 


Two publications register spectacular increases in the latest 
ABC figures. The “Daily Sketch,” which stood at 950,286 a 
year ago and at 1,047,090 six months ago, has now reached 
1,123,855—an increase of 173,569. 

And Woman, which already claims the largest sale of any 
women’s magazine in the world, now has a figure of 3,306,959 
—a gain of 69,484 copies over the past six months and of 


105,555 over the year. 


By contrast, all three London evening papers have continued 


to decline. 


In the provincial weekly field, the general picture continues 
to indicate little change either way. 
For latest figures, see accompanying table ( right). 


‘Too early’ for 
statement on 
Norway 


It is too early to say how the 
British newsprint situation will 
be affected by the strike of 
workers in Norway's paper and 
pulp industry, states F. P. 
Bishop, generai manager of the 
Newsprint Supply Co. 

Newspapers in Norway have 
already cut their number of 
pages. The strike affects about 
15,000 workers at about 80 mills. 

The Board of Trade has an- 
nounced that, with effect from 
next Monday, imports of paper 
and paper board and of wood- 
pulp and the other main paper- 
making materials will be 
admissible from any source under 
the open general licence or under 
open individual licences. 

A BoT statement says: “This 
does not affect the import of 
newsprint, for which licences are 


being granted for all that the 
newspapers can buy. 
“Expenditure on _ newsprint 


accounts for about two-thirds of 
what we spend on all other paper 
and board taken together. 
Newsprint, moreover, comes 
predominantly from the dollar 
area, while other paper and 
board comes predominantly from 
Western Europe.” 


ICI conference 
paper 


To solve the problem of giving 
to journals, at home and abroad. 
reports of the scientific con 
ference organised by Plant Pro- 
tection Ltd. and held at the 
Fernhurst Plant Protection Re- 
search Station, the press section 
of Imperial Chemical Industries 
(of which Plant Protection Ltd. js 
a subsidiary) produced Fernhursr 
Conference News. This four- 
page paper used newspaper style 
make-up and headings. 


One of the five trips organised by 


the “Evening Citizen,” Glasgow. 
The Showboat leaves Rothesay Pier, 
Bute, with 1,000 people on board 
still “hooching’’ to the music of 
Jimmy Shand’s band. 


6,000 go up the 
River Clyde 


Today (Friday) takes place the 
last of five evening cruises down 
the Clyde, which have been made 
by the Evening Citizen Showboat 
during this July Fair week. 

The cruises have been featured 
in this week’s issue of the 
Scottish edition of the Radio 
Times. The BBC has broadcast 
from the ship each evening, and 
entertainment has been provided 
by bands and artistes, such as 
Renee Houston, Benny Lee, Billy 
Anthony, and Will Starr. 

Dancing and record sessions 
have been among the attractions 
on board. 

Fully sold-out, the five ship 
loads have been carrying nearly 
6,000 passengers, as well as staff, 
artistes, bandsmen, officials, and 
BBC personnel. 


Guide rates up 


Advertising rates in next year’s 
Weston-super-Mare Guide are 
expected to be increased by about 
20 per cent. For 1957 the num- 
ber of Guides will be increased 
by 2,000 to 42,000. 


Daily Mail 
Daily Sketch 
Manchester Guardian 
News of the World 
Woman 
Observer . : 
Sunday Dispat h 
Evening Citizen, Glasgow 
TVG omic 
Farmer's Journal 
Business ad 
Daily Express 
News Chronicle 
Sunday Express 
Evening News 
Evening Standard 
Star vee 
Sunday Mail 
Birmingham Gazette 
Yorkshire Observer 
Northern Echo, Darlington 
Evening Despatch, Birmingham 
Telegraph & Argus, Bradford 
Northern Despatch, Darlington 
North Western Evening Mail, vepened 
Oxford Mail 
Shields Gazette 
Shields Evening News 
Evening Advertiser, Swindon 
Yorkshire Evening Press 
Northumberland Gazette 
Blyth News : 
Monday edition 
Thursday ,, 
Durham Advertiser series 
Wallsend News 
Darlington & Stockton Times 
Yorkshire Gazette and Herald series 
Keighley News 
Yorkshire Observer Budget 
Barrow News series 
lestmorland Gazette 
Bedfordshire Times and Standard . 
Bedford Record series 
Biggleswade Chronicle aoe 
Bedfordshire Times group (total) 
Oxford Times 
North Berks Herald and Advertiser 
Wiltshire Herald and Advertiser 
Wiltshire Gazette i! 
Sunday Mercury 
Birmingham Post 
Birmingham Mail 
Guernsey Evening Press 
Manchester Evening News ... z 
West Lancashire Evening Gazette 
Banbury Guardian 
Birkenhead News series 
Birmingham Weekly Post 
Blackpool Gazette series 
Bournemouth Times series 
Eastbourne Gazette 
Eastbourne Herald Chronicle 
Newark Advertiser ‘ 
Tamworth Herald series 
Worthing Herald and Shoreham Herald... 
Weekend Mail 
Manchester Guardian Wee kly 
Scottish Home and Country 
Daily Record ° . 
Evening News, Glasgow 
Express & Echo, Exeter 
Halifax Courier & Guardian 
Herald Express, Torquay 
Accrington Observer & Times 
Tuesday edition 
Saturday pa 
Ashton-under-Lyme Reporter group 
Barnsley Chronicle & South 
News... 
Cumberland News 
Keighley News & Bingley Chronic le 
St. Helens Reporter : 
Tuesday edition 
Saturday a 
Surrey , PS & oy. “Times : 
Wednesday edition ‘ 
Saturday 
Western Times & Gazette 
Blackwood’s Magazine 
Home & Country 
John Bull ; 
New Statesman & Nation 
Picturegoer 


Other figures: 


year to 31.6.56). New journal: 


York shire 


t 


Jan.-June 
1955 


2,068,167 


26, 078 


14,974 
32,937 


12,454 
35,675 
27,753 
16,843 
132,355 


v. | 1,185,392 
i) 
“Middlesex County Press 160, 336 (year to 30.6.55; 


yearly figure not published), 159,598 (half year to 31.12.55), 
CCA Gazette, 6,221. 


74,206 
480,607 
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July-Dec. | Jan.-June 
1955 1956 
2,073,766 | 2,071,708 
1,047,090 | 1,123,855 

154,140 163,585 
7,769,981 | 7,493,463 
3,237,475 | 3,306,959 

573,632 | 601,402 
2,467,084 2,420,159 

200,248 202,825 

232,435 226,889 

28,031 28,271 
14.748 15,830 
4,075,889 | 4,042,334 
1,272,800 | 1,441,438 
3,235,695 | 3,331,127 
1,227,771 | 1,221,195 

678,244 662,608 

954,221 926,884 

639,519 | 641,892 

86,677 83,139 
31,505 31,135 

110,294 | 110,400 

165,166 168,195 

123,668 126,108 

30,541 29,758 
28,866 28,250 
41,830 42,458 
35,221 35,345 
16,304 16,122 
30,709 31,246 
56,894 56,748 
10,466 | 10,474 
14,847 15,091 
15,425 15,647 
52,058 52,695 
6,726 7,019 
35,589 35,427 
17,406 | 17,479 
26,019 | 26,154 
15,200 11,194 
15,687 15,741 
23,215 23,240 
31,302 | 31,793 
23,344 23,322 
8,202 | 8,225 
62,848 63,340 
32,131 32,307 
7,037 7,216 
15,138 14,786 
15,211 15,317 
207.918 | 206,024 
42,195 42,570 
289,655 294,631 
11,158 11,026 
338,254 340,174 
69,204 67,588 
13,173 13,511 
45,956 45,563 
34,533 31,555 
48,065 47,674 
39,424 39,944 
17,947 16,739 
17,308 15,701 
14,025 14,370 
15,693 16,007 
25,1 24,671 
1,727,311 | 1,775,300 
37,7 39,962 
19,203 19,063 
347,436 355,906 
178,199 178,734 
43,624 41,795 
43,083 44,530 
24, 138 22,443 
10,152 10,081 
24,766 | 24,922 
96,057 96,558 
41,560 42,205 
40,149 40,534 
26,019 26,154 
13,924 14,037 
32,503 33,254 
11,916 12,067 
35,250 35,983 
27,841 28,101 
16,67 17,077 
134,520 | 131,033 


470,104 452.767 


half 
163,852 (half 
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ADVERTISER'S WEEKLY 


Commons Committee discusses copyright 
and monitoring 


‘AGENCY'S CREATIVE WORK ENTITLES IT 
TO FILM RIGHTS’ MPs TOLD 


Important discussions in relation to copyright and advertis- 
ing practice took place last week in the deliberations of the 
Committee of the House of Commons now considering the 


Copyright Bill. 


Grocers attack 
full-size 
samples 


Manufacturers undertaking ad- 
vertising campaigns should 
not distribute standard packs 
as free samples, says the 
Northern Council of Grocers’ 
Associations. 

Meeting at Chester last week, 
delegates heard that the secre- 
tary of the Blackburn Associa 
tion had written to the Council 
stating : 

“At the last committee meeting 
of this Association it was re 
ported that Quaker Oats Ltd. 
were conducting a _ publicity 
campaign in Blackburn and 
that they were distributing a 
full-size 7 ozs. packet (retailed 
at Is. 5d.) of Sugar Puffs on a 


house -to-houSe basis. The 
packets are marked ‘Free 
Sample.’ 


“I was requested to ask you to 
place this on the agenda for 
the Northern Council meeting 
with a view to a letter of pro- 
test being sent to the firm to 
ask that only small sample 
packets be distributed in 
future.” 

A. Bates (Manchester) recalled: 


“All this started with soaps. 
We then expressed our con 
viction that standard packs 


should not be distributed as 
free samples and our protests 
were effective.” 

It was decided to send a protest 
to Quaker Oats Ltd. 

A spokesman of Quaker Oats 
this week told ADVERTISER'S 
WEEKLY that he could make no 
comment at the moment, as the 
matter was under consideration. 


Bakers to discuss 
use of TV spots 


Family bakers in Lancashire 
may buy time on commercial TV 
to boost their products and ser- 


vices. When this was suggested 
at a meeting of the North- 
Western Federation of Master 


Bakers’ Associations, to which 
nearly 30 local associations of 
master bakers and confectioners 
are affiliated, held at Southport 
last week, it was decided to dis- 
cuss the idea in greater detail at 
the Federation’s annual confer- 
ence in October. 


In the Bill as it left the House 
of Lords, it was proposed that 
the copyright in a cinematograph 
film should belong to the 
“maker” of the film, who 1s 
defined as being the person by 
whom the arrangements necessary 
for the making of the film are 
undertaken. 

But in the case of a film made 
under a contract between the 
maker of the film and another 
person, for the purpose of adver- 
tising the latter person’s goods 
or services, then, in the absence 
of any agreement to the contrary, 
the latter person should be 
entitled to the copyright. 

In other words, the copyright 
in an advertising film would be 
with the advertiser, as he is the 
person whose goods are being 
advertised. 

In the Committee, Graham 
Page asked that where there was 
a contract between a filmi com- 
pany and an advertising agency. 
the advertising agency should 
own the copyright. 


Normal practice 

Derek Walker-Smith, the Par- 
liamentary Secretary to the Board 
of Trade, who-is piloting the Bill 
through the Committee, replied 
that he was not sure that Mr. 
Page was right in contending that 
because the contract was norm- 
ally made by the advertising 
agency with the film company, 
therefore in the absence of agree- 
ment to the contrary, the rule 
should be that the advertising 
agency should have the copy- 
right. 

“Suppose,” said Mr. Walker- 
Smith, “that a company—for ex- 
ample, Bovril—wishes to have an 
advertising film made of its goods 
and an advertising agency places 
the order for it with a film com- 
pany, is it right that the ordinary 
principle should be, in the ab- 
sence of agreement to the con- 
trary, that the advertising agency, 
and not Bovril, should have the 
copyright? 

“My own feeling would be that 
in the absence of agreement to 
the contrary, Bovril would be the 
more appropriate party to have 
the copyright. I may be wrong. 
but that is how it strikes me.” 

F. P. Bishop asked Mr. 
Walker-Smith to bear in mind 
that in normal cases it is the ad- 
vertising agency which does the 
creative work in producing the 
film and is therefore the creator 
of the work. 

Mr. Page added that it was the 
agency which produced the work 

@ Continued on page 57 


Staff vacancies at George Ellison Ltd., electric switchgear manufacturers, 

and in their associated companies, are now announced with a news link 

in this window, which, installed at a vantage point on their premises, 
backs up press advertising for recruitment. 


BATTLE OF THE BUST 


‘Degrading’ methods of selling 
come under fire 


A question, “Do you agree 
that advertising is one of the 
most degrading forces in modern 
life?”, considered by the BBC's 
TV Brains Trust on Sunday, de- 
veloped into a disagreement 
about the use of the female figure 
in advertising. 

One member of the panel, Dr. 
Bronowski, the mathematician, 
said that “a very degrading 
note” had crept into advertising 
from America. He added: 

“When I see on a hoarding a 
motor-car being sold as if the 
bust of a woman were an integral 
part of it, and then see a kind 
of cornflakes sold as if it were 
also a form of brassiére, I ask 
myself whether we are now sell- 


ing everything as if it were 
girls.” 

Graham Hutton, the economist, 
replied: 

“May I ask Bronowski 
whether he considers the use of 
the feminine bust—what one 
might call the breastworks of 
American  civilisation—degrad- 
ing? Is this kind of thing re- 


pugnant to him, and does he 
consider the use of the feminine 
bust in itself degrading?” 


is now 
appearing on many London buses. 


This new Ekco streamer 
EKCO appears in fluorescent red 
on a black background, while the 
copy is lettered in black on a yellow 
background. The well-known Ekco 


guard is incorporated in the design. 


“IT have no objection to girdles 
and brassiéres being sold as if 
they were girdles and brassiéres, 
but I simply object to tea, corn- 
flakes, motor-cars, petrol, all 
being sold as if in some way they 
emanated from the bosoms of 


of women,” retorted Dr. 
Bronowski. 

He continued: “Hutton asks 
me why it is degrading to 


associate all commercial! products 
with the secondary sexual char- 
acters of women. 


Product’s virtues 


“It is degrading because the 
nature of advertising in a good 
society is to try to talk about the 
virtues of the product. But 
when you get the whole of public 
taste taken away from the pro- 
duct and moved towards some- 
thing which is quite irrelevant to 
the product, tending always to 
catch the erotic imagination of 
the passer-by, you are degrading 
public taste.” 

“What's degrading about it?”, 
Mr. Hutton countered. “You 
advertise a car, tea, anything you 
like, by putting a nice young 
thing with a good, well- 
developed, high-held bust into 
the seat of a motor-car, which is 
where, presumably, a young 
man who is making enough 
money to buy a motor-car (prob- 
ably on the never-never) would 
put a nice young thing—and 
that’s how most of human life 


Dr. Bronowski com- 
pared what he called “degrading” 
advertising with comic strips, 
there were cries of “No” from 
other panel members, Miss Enid 
Bagnold adding: “Public taste 
winks its eye and says the poor 
chaps are doing what they can 
to sell the car.” 
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Warnock leaves 


TV Commercials 


Daniel Warnock has left TV 
Commercials Ltd., where he was 
neral manager. Mrs. Renee 
is now combining her dutics 
of director of Advertising Features 
Ltd. with the running of TV Com- 
mercials Ltd. 
_ * * 


Frank Gearon, who joined Young 
and Rubicam Ltd, in 1955 as a 
contact man, has become an 
account supervisor. Educated in the 
United States, Mr. Gearon has 
been with the Dail Gordon Agency 
in Chicago, Legget Nicholson and 
Partners as an account executive 
and director, and the Sales Broker- 
age Agency. Peter McLeod, who 
was a marketing man, has now 
joined the contact department. He 
was formerly product manager at 
Maclean’s. Peter Thackery is an- 
other addition to the contact de- 
artment. In 1946 he was with 
ellogg’s sales force and in 1951 
joined Lambe and Robinson as a 
contact man. 


New position for 
Alan Whitworth 


Alan Whitworth, who retired last 
month after 27 years with the Incor- 
porated Society of British Adver- 
tisers, the last ten as director, has 
been appointed general manager and 
secretary of the Bond Street Asso- 
ciation. He is the Association’s first 
general manager and the first of its 
executive officers to combine his 
appointment with that of secretary. 

* x - 


A. E. (Olly) Goldsmith, formerly 
an art executive with Sebel Pro- 
ducts Ltd., of Erith, manufacturers 
of Mobo toys and Sebel steel furni- 
ture, has joined Typo-print Lid., of 
Shaftesbury Avenue. 

* * * 


Tony Baxby, formerly motoring 
correspondent of the Western Dail) 
Press, Bristol, has moved to Derby 
where he has become manager of 
Midland Public Relations. 


Miss Jean Reid Hannah, managing 
director of Simpsow & Gemmell 
Advertising, Glasgow, and her hus- 

, civil servant David Mennie, 
leave Whitehill Church, Stepps, after 


their wedding. 


The reception was 
‘held at the 


entral Hotel, Glasgow. 


P. R. Easton, who has been PRO 
for Lufthansa in this country, is 
leaving for a similar appointment 
in New York, covering the USA 
and Canada. He will be succeeded 
here by Lutz Hartdegen who comes 
from Germany and has been doing 
free lance correspondence work and 
advising on PR to an international 
refugee organisation. Before join- 
ing Lufthansa about six months 
ago, Mr. Easton was doing public 
relations for them on the staff of 
their agency, Downtons. Previously 
he was for over five years with 
Sabena. 

~* * o 


Burch has been appointed 
London regional representative for 
J. W. Moore Ltd., commercial and 
colour printers of North Shields. 
. * * 

W. G. Seabrook, who recently 
resigned from the board of K.S. 
Advertising Ltd., Canterbury, has 
now joined Willing’s Press Service 
Ltd. as am account executive. 
In addition to advertising, he has 
been closely connected with the 
printing trade and before the war 
was with E. S. & A. Robinson 
Ltd., of Bristol, for several years. 

* - * 


Sidney Palmer, previously with 
Mark Fawdry Lid. and J. Walter 
Thompson Co., Ltd. has been 
appointed “A” Group production 
manager of Roles & Parker Ltd. 


From BBC to PR 


Alan Huet Owen, formerly of the 
BBC’s European Services Division, 
has been appointed public relations 
officer to Pfizer Ltd., of Folkestone. 
the British subsidiary of Chas. Pfizer 
& Co. Inc., claimed to be the 
world’s largest producers of anti- 
biotics. 

In the BBC Mr Owen was mainly 
concerned with programmes serving 
Germany, and has been a regular 
broadcaster for some 10 years. 
Later he was seconded to the 
British Control Commission for 
special duties. 

For the past four years he has 
been concerned with communicating 
scientific ideas to a lay public, and 
particularly with informing BBC 
listeners in Germany about Britain's 
leading scientific institutions and 
current British scientific research 
projects. 

* *x * 


J. G. Ferrier has taken over the 
London representation of Shoe & 
Leather News. 


Marketing director 


Dayid T. L. Rettie has been 
appointed director of marketing of 
The Hotpoint Electric Appliance 
Co., Ltd. He was previously market- 
ing director with Beecham Foods 
Ltd. 

* * * 


Stewart Niven, who started his 
advertising career with The Scots- 
man in Glasgow and then moved 
to the Evening Citizen for a time 
before rejoining The Scotsman, 
moves to London at the end of this 
— to join the staff of the Munro 

ress, 


A. Whitworth 


Fashion artist 


Miss Gloria Deak will leave 
Saks’ Fifth Avenue store in New 
York to sail for England at the 
end of this month. On arrival, 
she will join Erwin Wasey & Co., 
Ltd., as a senior fashion artist. 
With Saks, Miss Deak has been 
working on the designs for women’s 
clothes, shoes and fashion acces- 
sories. During a recent visit to 
New York, Walter Graebner, man- 
aging director of Erwin Wasey, 
London, met Miss Deak. A few 
days later she flew to London for 
talks with F. H. K. Henrion, direc- 
tor of visual planning at Wasey’s 
and other senior executives dealing 
with women’s accounts in the 
agency. Then she flew back to 
New York to make arrangements 
for her departure. 

* * 


C. T. M. Bagnall, publicity man- 
ager of the English Electric Co., 
Ltd., has appointed R. G. Biggs as 
acting head of the exhibition and 
display section of the company’s 
publicity department, in succession 
to R. J. Day, who has left the 
company. Mr. Biggs has been in 
the exhibition and display section in 
London since June 1953. 

* * 


Harold Lewis and his wife Brenda, 
proprietor and editor respectively of 
Parents Magazine, appeared in the 
BBC feature, Panorama, last 
Monday during a discussion on how 
to make a marriage last. They have 
been married for 14 years and have 
three children. 


New TV chairman 
Geoffrey Todd 


fs (assistant man- 
ager, statistical division, Imperial 
Tobacco Co., Ltd.). has resigned 


from the chairmanship of the ad- 
vertising research committee, Incor- 
porated Society of British Adver- 
tisers, and has been succeeded by 
Harry Munt (technical manager, 
marketing division, Unilever, Ltd.). 
Mr. Todd has also resigned the 
chairmanship of the commercial 
television steering committee’s tech- 
nical sub-committee, 
* *x * 


D. J. Morgan, editor of the 
Evening World, has been appointed 
a director of Western Newspapers 
Ltd. He has been with the Evening 
World since its inception and has 
been editor since 1942, Mr. Morgan 
was first chairman of the Guild of 
British Newspaper Editors, Western 
region, and served a term as a 
member of the Guild Council. He 
is also chairman of the Western 
Region Examining Panel for the 
training and education of young 
journalists. Mr. Morgan also served 
as chairman of Bristol Wing ATC 
Recruiting Committee, and is cur- 
rently a member of several com- 
mittees in the city, including that 
of Bristol Hibernian Society. 


F, Gearon 
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D. J. Morgan 


4. &. who is a repre- 
sentative with Groome and Laker 
Ltd., will leave that company to 
take up the position of sales man- 
ager with Leicester Square Studio 
on July 30. 


Nigeria visit 
Cc. H. G. Nida, director of 
C. H. G. Nida Ltd., left this week 


for a tour of Nigeria and the Gold 
Coast, where the firm has a number 


of interests. He expects to be away 
some weeks. 
* * * 


Stanley Douglas Helm, of Mor- 
den, Surrey, has been recommended 
for appointment as Scarborough’s 
entertainments manager, to take 
over in September. Mr. Helm is at 
present public relations and enter- 
tainments officer with Camberwell 
Borough Council, and previous! 
held a similar appointment wit 
Fulham Borough Council. 


= * * 
Obituary 
James W. Teale 


James William Teale, of Clay- 
ton, Bradford, died last week at the 
age of 87. Mr. Teale, who had 
spent over 60 years in newspaper 
work, retired in 1946 after being 
manager of the Keighley News for 
17 years. A native of Skipton, he 
a as an office-boy to the late 
John Dawson, proprietor, manager 
and editor of the old West York- 
shire Pioneer. He later worked on 
Lancashire and Shropshire news- 
papers and subsequently he went 
to Birmingham, where he became 
associated with the late H. C. Der- 
went. When Mr. Derwent became 
general manager of the Bradford 
and District Newspaper Co., Ltd., 
he invited Mr. Teale to join him, 
first as cashier and then as adver- 
tisement manager—and Mr. Teale 
held: the position of advertisement 
manager of the Yorkshire Observer 
and Bradford Telegraph and Argus 
and associated Bradford papers 
from 1921 to November, 1929. 
Then he was invited to take over 
the managership of the Keighley 
News by W. . Derwent, then 
general manager of the company. 


H. J. Garrish 


Harold J. Garrish has died at the 
age of 78. He was a director of the 
Amalgamated Press Ltd. for 236 
years until his death. He started as 
a junior 62 years ago under Alfred 
Harmsworth, later Lord North- 
cliffe. He spent the whole of his 
long career editing, and later con- 
trolling, groups of periodicals for 
children and young people. A 
memorial service is to be held at 
St. Dunstan -in-the- West. Fleet 
Street, today (Friday) at 12.30 p.m. 
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what 


Married Daughter 


Get hold of mother and make your 
advertising sell seven times over — because 
mother influences all the family’s buying. 


Get hold of mother through the magazines that 
she reads, re-reads, believes-in, trusts. 


Get hold of mother through AP Home Monthiies 


WOMAN «2 HOME 
WIFE a HOME 
MY HOME 

HOME 


MOTHER «2 HOME 


Teenage Daughter 


Daily Help 


A. W. BURNETT, Advertisement Director 
THE AMALGAMATED PRESS LIMITED 
The Fleetway House, Farringdon Street, London, E.C.4. Central 8080 
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DPSPA project for Institute of 
British Display 


APPEAL FOR CONTRIBUTIONS 


Because of the need for a central authority to maintain and 
improve the status of qualified individuals of the display com- 
munity, as exists for other technical and professional men, the 
Display Producers and Screen Printers’ Association believes 
that the Association should now sponsor the establishment of 
an Institute of British Display, which would advise and protect 


its members. 

The main aims and functions 
of the Institute would be: 

@To establish, maintain and 
operate an organisation for the 
purpose of uniting and repre- 
senting all individuals engaged 
in the display profession. 

@ To safeguard and advance the 
personal status of all indivi- 
duals engaged in the display 
profession by promoting com- 
mon action and instituting pro- 
tective measures. 

@ To endeavour to fix standards 
of practice and a code of con- 
duct throughout the display 
profession. 

@To form and maintain any 
library or libraries of books 
towards promoting the objects 
of the Institute or of interest to 
its members, including the col- 
lection and compilation of in- 
formation and samples relating 
to materials supplied to the dis- 
play industry. 

@To provide for the use and 
benefit of members a technical 
advisory service in respect of 
all matters connected with the 
display industry. 

@ To encourage the exchange of 
ideas, methods and processes 
and to provide facilities for 
meetings, exhibitions and other 
gatherings to discuss and ad- 
vance such matters. 

@To provide and maintain a 
register of members with de- 
tails of their specialised ser- 
vices for the information of 
and circulation to advertising 
agents, national advertisers, 
shops and stores, etc. 

@To take steps to establish a 
legal advice bureau. 

@To provide and maintain a 
register of situations vacant 
with a corresponding register 
of unemployed members or 
those wishing to change their 
employment, 

®@ To take steps for the eventual 
establishment of a research 
and development service for 
the display industry. 

®@ To take steps to obtain official 
recognition as the central 
authority for the display pro- 
fession with a view to collab- 
orating and negotiating with 
Government and Ministerial 
departments on matters affect- 
ing the display industry, 

Any person being engaged for 
at least five consecutive years in 
any branch of the display indus- 
try and holding at the time of 
application executive status 
within the industry, or holding 


such other qualifications as re- 
quired, would be eligible as 
Fellows. Annual subscription 
will be £5 5s. 

Any Fellow of the Institute 
would be permitted to use the 
initials FIBD or any others as 
might be authorised, to indicate 
such membership. 

Any Fellow might commute 
or compound for all future pay- 
ments of the annual subscription 
and become a Fellow for life by 
payment of a sum of not less 
than 50 guineas. 

Any one engaged for at least 
two consecutive years in any 
branch of the display industry 
would be eligible as an Associate, 
- an annual subscription of 

s. 


DPSPA in control 


All the facilities and services 
of the Institute would be avail- 
able to the membership, but 
Life Fellows and Fellows would 
also be entitled to be present and 
vote at the annual and all other 
general meetings of the Institute 
and to elect annually a com- 
mittee which would be respon- 
sible for the operation and day- 
to-day affairs of the Institute. 

The governing body, or execu- 
tive committee, of the Institute 
would consist of a number of 
representatives of the Associa- 
tion, i... a proportion of the 
a of the executive 
council, who would of necessity 
also be elected Fellows of the 
Institute, plus a proportion of the 
membership of the Institute com- 
mittee, so as to ensure that the 
Association retained an effective 
degree of control. 

Procedure for the proposal, 
recommendation, nomination and 
election of the membership of 
the Institute would be the 
responsibility of this executive. 

While it is envisaged that a 
regular yearly income for the 
Institute would automatically be 
created by its membership, a 
substantial capital sum would be 
required to launch the scheme. 

The executive council is 
therefore appealing to members 
of the Association, and other 
organisations and individuals, to 
“demonstrate their faith in the 
industry’s successful develop- 
ment” by contributing. It is 
hoped that the bulk of the capital 
required will be raised by such 
voluntary contributions and by 
subscriptions from candidates for 
admission as Life Fellows. 
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A display of Kenwood food mixers 
on show recently in the foyer of the 
Roxy Cinema, Blackheath. The 
display, which is shown in conjunc- 
tion with the film ‘Its Never Too 
Late,’ resulted in a number of 
enquiries and will be followed by 
similar displays in other localities. 


Fashion programme 


Roger Pryer Creative Adver- 
tising Ltd. have produced the 
fashion programme for London 
Week, which began last Monday 
as a special promotion planned 
by leading London fashion manu- 
facturers for American buyers. 
The programme contained dif- 
ferently coloured cards for each 
day of the proceedings, tied with 


string inside a semr-stiff black 
cover. It was screen-printed by 
Supasigns. 
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Auger & Turner 
celebrate first 
ten years 


Auger & Turner Ltd. are cele- 
brating this year the 10th anni- 
versary of the founding of the 
business. As part of the celebra- 
tions directors and staff from 
Auger & Turner and the associate 


companies, Auger & Turner 
Group and  Autur Display 
Organisation, spent a day out 


together on Saturday. 

Cars left Gerrard Street at 
short intervals on Saturday morn- 
ing, met up at Dambury for mid- 
morning coffee and then pro- 
ceeded to Maldon. 

Rain spoiled the swimming. 
tennis, boating, etc., planned, and 
a short game of deck cricket was 
the only outside activity before 
lunch. 

After a lunch at the King’s 
Head Hotel the party moved off 
to Westcliff and Southend. 

After tea in the town the re- 
mainder of the day was spent at 
Southend Airport lounge and 
restaurant. 

A new television department 
has recently been opened by the 
agency. 


Seandinavian art 

“The standard of Scandinavian 
commercial art is today one of 
the highest in Europe,” is the 
opinion of Robert Neilson, of 
T. B. Browne Ltd.’s studio, who 
has just returned from a trip 
lasting several weeks in Denmark 
and Sweden, 


Hulton’s boost comics’ beach drive 


Hulton Press Ltd.’s four-week 
“Holiday Playtime” campaign 
launched last year for the four 
comics, Eagle, Girl, Swift and 


EMPTY CUPS 
HERE 


— j 


The Wimbledon Lawn Tennis 
Championships, during which many 
competitors used the product, was 
used in window and_ counter 
exploitation by Robinson's Barley 
Water. Designed by Leon Goodman 
Displays, a window was simul- 
taneously used in the Wimbledon 
and Richmond premises of Premier 
Super Markets. Inside the store 
there was a special counter (above) 
from which free samples were dis- 
pensed. The promotion is reported 
to have been extremely successful. 


Robin, is to be repeated on a 
larger scale next month. Beach 
sports and sand competitions 
directed by trained PT instructors 
will be open to all children carry- 
ing a current copy of one of the 
papers. 

They will be held from Mon- 
day to Friday, between July 30 
and August 24, in specially de- 
corated arenas at 25 selected sea- 
side resorts. 

These include Ayr, Bridlington, 
Skegness, Lowestoft, Walton-on- 
Naze, Broadstairs, Littlehampton, 
Margate, Ramsgate, Morecambe, 
Llandudno, Tenby, Porthcawl, 
Minehead, Newquay,  Teign- 
mouth, Exmouth, Weston-super- 
Mare, Weymouth, Paignton, 
Great Yarmouth/Gorleston and 
Bognor Regis. Sandown and 
Shanklin will operate one day a 
week each. 

Thousands of prizes will be 
distributed, and during this period 
two Treasure Hunt teams, linking 
up with the four papers, will 
appear in 38 towns not covered 
by “Holiday Playtime.” 

The increased coverage, say 
Hulton’s, follows the “enormous 
response” to last year’s pilot 
scheme. Editorial announcements 
of towns and dates will be backed 
up by showcards, banners, bills, 
leaflets and hotel publicity. 
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Complete the Campaign in colour with PEPYS TER rereriion 


BRITISH POSTER ADVERTISING ASSOCIATION - LONDON POSTER ADVERTISING ASSOCIATION LTD. — 
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TAM v. NIELSEN 


‘No favouritism shown 
over TV contract,’ say 


steering committee 


MAJOR HARRISON’S STATEMENT 


The following statement on the TAM-Nielsen controversy 
was issued this week by Major G. Harrison (London Press 
Exchange Ltd.), chairman of the television steering committee: 


“I have been asked as chair- 
man of the steering committee to 
comment on an article which 
appeared in Advertising Age, 
USA, on June 25, 1956, which is 
based on a letter from A. C. 
Nielsen criticising the steering 
committee’s decision in appoint: 
ing the TAM organisation to 
supply a meter service to members 
of the Programme Contractors’ 
Association, the ISBA and the 
IPA. 


“I am not concerned with Mr. 
Nielsen’s expressions of opinion, 
but I am concerned with a num- 
ber of factual statements which, 
unless corrected, would give a 
wrong impression of the reasons 
which led the steering committee 
to award the contract to TAM 
instead of to the Nielsen organ- 
isation. 

“Both TAM and Nielsen were 
invited to quote for providing a 
meter service to the industry on 
the basis of a specification drawn 
up by the technical sub-committee 
of the steering committee. 


‘SPECIFICATION FOR 
200 METERS’ 


“This specification provided for 
100 meters in the London area 
and 100 meters in the provinces 
as a basic service. 

“Exact comparison in every 
detail of the two quotations sub- 
mitted by the two organisations 
to the steering committee was not 
possible, owing to slight varia- 
tions in definitions, but after close 
examination by the steering com- 
mittee and its technical sub- 
committee, it was clearly apparent 
that the TAM quotation was de- 
monstrably and __ substantially 
lower than the quotation sub- 
mitted by the Nielsen organisa- 
tion. 


‘COMPARABLE 
TECHNIQUES’ 


“The technical sub-committee 
were satisfied that the techniques 
and services of the two organisa- 
tions were broadly comparable as 
regards scope, reliability and 
suitability. 


“In certain details of service, 
first one and then the other 
appeared to have an advantage, 
but, by and large, there was little 
to choose between 
them as_ regards 
techniques and ser- 
vice. The steering 
committee then 
invited TAM to 
submit a_ revised 
quotation on the 2 
basis of a larger and increasing 
number of meters as the market 
expanded, The revised quotation 
from TAM was _ ultimately 
accepted after the steering com- 
mittee had been satisfied that the 
revised quotation was in line 
with the original quotation as re- 
gards costs and service. 

‘CHARACTER AND 


QUALITY’ 


“Members of the committee 
have not ‘shown favouritism to 
a British research outfit... The 
factors which influenced the de- 
cision of the steering committee 
and its research experts were 
wholly related to the character 
and quality of the service pro- 
vided and the cost to subscribers. 
They were not concerned with 
the nationality of the research 
organisation.” 
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The third national convention of the Society of Industrial Artists 1! South 


Africa has been held at Durban. Standing (left to right) are: H. E. 


Watson, 


A. Plane, Miss Muriel Baines, Gordon Lowings, Ken Furnivall, Ron Briggs 


and John Guy. 
president, 
Marston, 


Seated (left to right): 


treasurer, 1956-58. 


Mrs. Valerie Kimble, Ted Saunderson, 
1956-58, Richard F. Robinow, 


vice-president, 1956-58, and Hugh 


Speaking at the convention, Ken Furnivall, 


the retiring president, said that the time was now ripe for South Africa to 


have a “council for industrial design.” 
issues from now on, 
itself up. 


industrial and commercial artists; 


Majer Harrison’s announcement 
provoked another statement, 
this time from Alex Anson, 
sales and advertising director 
of Granada TV Network Ltd. 
It said : 

“As a member of the technical 

sub-committee and the steering 

committee at the time of the 
negotiations that resulted in 

TAM securing the industry 

contract for television audience 

research, I wish to draw atten- 
tion to the following facts, 
which are on the record: 

On January 5, 1956, the repre- 

sentatives of the Programme 

Contractors’ Association on the 

steering committee unanimously 

rejected the specifications for a 

meter service drawn up by the 

technical sub-committee and on 
which both Nielsen and TAM 
had quoted. 


“ 


that is an important thing,” 


This would be one of the chief 


But the first essential was for the Society to build 
“During the past year we have seen more co- operation between 


he said. 


But—‘TAM would not enter into 
competitive tendering’—Anson 


“It was considered that the speci- 
fications were inadequate to 
provide reliable audience re- 
search information, and their 
recommendation was that ‘a 
fresh start should be made.” 

“TAM -.was advised of the posi- 
tion taken by the representa- 
tives of the contractors and 
expressed their willingness to 
quote for a comprehensive 
service, but made it clear that 
TAM would not participate in 
competitive tendering. 

“The steering committee, by a 
majority vote, declined to invite 
Nielsen to quote for a fully 
comprehensive service accept- 
able to all the interests in- 
volved ; therefore there was no 
comparison between TAM and 
Nielsen either as to the speci- 
fications of a comprehensive 
service or the cost thereof.” 


‘Ribena Red’ theme for ‘Harper’s Bazaar’ boost 


Ribena, the health drink, is 
giving its name to a fashion 
colour, Ribena Red, which 
Harper's Bazaar are promoting 
as “The Colour for the Autumn.” 
Leading fashion houses and 
stores are co-operating to estab- 
lish the shade as a fashion colour. 

Harper's Bazaar will repro- 
duce the colour on their August 
cover with a new fabric by 
Sekers, arranged in a still-life 
composition. Blow-ups of this 
cover will be featured promi- 
nently in window displays all 
over the country, tying in with 
Harper's Bazaar promotion 
themes for stimulating fashion 
sales in August—‘You're into 
Autumn now,” and “The colour 
for now—Ribena Red.” 


Altogether over 100 stores 
throughout Great Britain will 
give 156 windows to Harper's 
Bazaar displays and 35,000 
showcards will be distributed to 
Ribena dealers. 

A section of full-page colour 
fashion advertisements in August 
Harper's Bazaar will be intro- 
duced by a new advertisement for 
Ribena. The following firms are 
participating in this promotion— 
Brevitt Shoes, Finnigans, Kangol, 
Lee Target Knitting Wools, Polly 
Peck, Susan Small and West 
Cumberland Silk Mills (Sekers) 
Fabrics. 

A brochure, designed and pre- 
pared by Harper's Bazaar, and 
carrying the colour advertising 
for Ribena Red, will be distri- 


buted to 1,000 top retail 
executives and fashion buyers in 
Great Britain. 


Yesterday (Thursday) Ribena 
Red was introduced to the 
national fashion press at a 
fashion show in Londonderry 
House, arranged by Conville 
Ltd., who handle press relations 
for Ribena. Columnist Cyril 
Ray, who made his debut as a 
fashion compére, was assisted, in 
presenting the clothes, by leading 
London models (including a 
poodle, Champion Karina). 


Miss Irene Williams, the 
fashion expert, has been respon- 
sible for selection and assembling 
the clothes from firms sponsoring 
Ribena Red as a fashion colour. 


A.B.C. Figures 
Jan. to June, 1955 


CAMBRIDGESHIRE TIMES GROUP 


‘ London Representative: Mrs. K. D. FALKNER 
Copies 69 Fleet Street, E.C.4 Tel. Fleet Street 9353 
Weekl Northern Representative: ARNOLD 
+ 4 y 64 Cromford House, Manchester, 4 Tel. Blackfriars 6967 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
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as advertised to 
13 million readers—including you! 
Which indicates surely—don’t you agree ?>— 


ads for the PIC are PRIORITY ! 


READERSHIP ; 13,655,000 (I.1.P.A. SURVEY) NET SALE: 5,600,642 (ABC JULY TO 1955) 
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AA EXAMINATION RESULTS 


Jury 20, 1956 


STUDY-AT-HOME STUDENT WINS TOP AWARD 


First three prizes go to Diploma 


entrants from London 


A man who studied at home during his leisure hours and did 
not attend “organised” classes has carried off the 30 guinea 
prize award offered on the results of the final examination in 
the Diploma of the Advertising Association. 


@ Continued from page 3 


CLUBS SEEK 
PLATFORMS 


the three clubs, Mr. Last points 
out that bodies of this kind often 
carry within their ranks some of 
the most influential people in 
every locality, and very often the 
best, or only, way to secure an 
invitation from them is through 
local contact of the kind envis- 
aged. 

It is proposed that invitations 
for speakers should be “routed” 
through the Advertising Associa- 
tion’s information officer who 
should arrange for the provision 
of a speaker (not necessarily a 
member of the club through 
whose member the invitation was 
arranged) and for the payment of 
expenses where these are in- 
volved. 

It is also proposed that the 
chairmen of the sub-committees 
of the three clubs should meet at 
the offices of the Advertising 
Association from time to time 
to exchange notes and keep their 
efforts in step with one another’s. 

Trevor Harris stated this week 
that members of his club are very 
conscious of the need for taking 
an active part in the effort, be- 
cause whatever is suggested by 
the Advertising Association, it is 
the club members that are the 
“soldiers in the field.” 

Ian Buchanan said that this de- 
velopment would give Berks and 
Bucks an opportunity to extend 
its activities further afield. He 
thought the High Wycombe area 
in particular should prove rich in 
opportunities for speakers. 

In the meantime Mr. Last 
states that as a result of a direct 
mail campaign carried out by the 
Advertising Association during 
June and early July, 88 addresses 
have been arranged during the 
summer and autumn. 


MGM, manufacturers’ 
national competition 


A number of manufacturers 
are co-operating with ABC 
cinemas in a nationwide com- 
petition to boost the MGM film, 
“Wedding Breakfast.” 

The competition will he 
boosted by local dealer window 
displays, posters and a three- 
month publicity campaign in 
Film Review. 


He is 33-year-old John Langley 
of Croxley Green, Herts. He is 


employed in the advertising 

department 
ae —s>oem of Ingersoll 
| Ltd. and also 


| produces 
and edits 
their _sales 
journal, Tim. 
Apart from 
administra- 
tive work his 
main interest 
is in ideas 
and creative 
copy writing. 
With the ex- 
aminations 
behind him, Mr. Langley plans to 
write a book on advertising. 

Second prize of 20 guineas goes 
to 28-year-old Bryan Happian 
Smith, of Hampstead Garden 
Suburb, London, N.W.11. 

Bryan, who began his career 
with Alfred Pemberton as assis- 
tant print buyer in 1952, returned 
to them a fortnight ago after 
taking the final exam. 

Meantime he had been em- 
ployed as print manager by 
Greenwood Advertising Ltd. and 
as assistant publicity manager at 
the Expanded Metal Co 

He studied in the evenings at 
the City of London College. 

He is married, and has a four- 
year-old child. 

“T thought I'd failed the final,” 
he told ADVERTISER’S WEEKLY, 
“so you can guess my delight 
when I heard I'd been classed for 
a prize award.” 

“The twenty guinea award is 


John Langley 


earmarked for baby clothes; 
another baby is expected at 
Christmas,” he said. 


The 10 guinea award goes to 
Michael Gilbert of Hounslow, 
Middlesex. In advertising since 


First colour ad 


The British Travel and Holi- 
days Association is using colour 
in its latest Canadian advertising 
for the first time. In this month's 
Chatelaine appears a three-quarter 
page colour advertisement for the 
BTHA. Similar advertisements 
will run during the autumn and 
winter in other magazines. 


1948, he joined General Motors 
Ltd. as an assistant to the adver- 
tising manager. He is now print 
designer at the Technical and 
General Advertising Agency Ltd. 

He studied at the Charing Cross 


College for the Distributive 
Trades. He is 24. 
First three in the other two 


divisions were: 
Division “C” 

1. E. Tarling, 40, Beechwood 
Avenue, Coulsdon, Surrey. 

2. N. Gomm, 37, Beattyville 
Gardens, Ilford, Essex. 

3. Miss B. J. Grover, 36, High- 
field Road, Sutton, Surrey. 


Division “B” 


1. J. Sweeting, 96, Spencer 
Road, Caterham Hill, Surrey. 
2. Miss M. Knowles, 42, 
Church Crescent, Whetstone, 
London, N.20. 

3. G. -Bawden, 50, Winter- 


bourne Road, Thornton Heath, 
Surrey. 


THE RESULTS 


FINAL 
Division “D” 
The following have obtained the 
Diploma of the Advertising Asso- 
ciation : 


LONDON 

Good Pass: B. F. Andrews, 
M. J. Gilbert, J. Langley, E. T. 
Page, B. H. Smith. 

Pass: A. J. Andrews, P. M. 
Clarke, J. V. Cook, R. Craw- 
ford, R. S. Davies, C. B. Franks 
R. Harnden, R. P. Hooper, A. J. 
Matthews, A. G. Penney, G. Room, 
E. H. Rumbold, M. J. Warwick, 
R. Whitlock. 

ABERDEEN 

Pass: Miss S. Gill. 
BIRMINGHAM 

Pass: A. Phillips. 

COVENTRY 

Good Pass: R. Jephcote. 

Pass: R. Francis. 
MANCHESTER 

Good Pass: W. Ashton. 

Pass: R. Broughton, D. D. 
Powell. 
OVERSEAS—JOHANNESBURG 

Pass: C. Pascoe. 


Divisions “C” and “D” 


Pass: M. P. Davis, T. E. Hooson, 
A. R. Omar. 

Pass: A. Davies. (New regula- 
tions. ) 


r CDC meet in j 


Leicester 


The Club Development Com- 
mittee met in the Grand Hotel, 
Leicester, over the weekend, at 
the invitation of the Publicity 
Club of Leicester. 

Harold Cave accepted the 
invitation of the Committee to 
continue as honorary national 
organiser of the National Adver- 
tising Public Speaking Contest. 

The following have accepted 
invitations to serve as regional 


organisers: North: J. E. Ortton 
(Sheffield); Midlands: T. Ray- 
mond Gough (Birmingham) ; 


South: Miss E. Gott (Regent). 

On Saturday evening, delegates 
were entertained to dinner by the 
Publicity Club of Leicester in 
association with the Leicester 
Mercury and Leicester Evening 
Mail. 

The dinner was presided over 
by the chairman of the Publicity 
Club of Leicester, W. E. Wilson, 
and among the after<inner 
speakers were W. R. Balch, chair- 
man of the CDC, F. Coulson, 
president of the Publicity Club 
of Leicester, and L. E. Room, 
director-general of the Advertis- 
ing Association. 


IN FULL 


Division “C” 


LONDON 

Good Pass: N. R. Gomm, Miss 
B. J. Grover, E. Tarling. 

Pass: L. Allen, P. Bond, G. Brad- 


ford, W. Brock, T. Butler, P. Clark, 


M. P. Davis, L. Day, A. Gatward, 
M. Goldman, D. , J. Hewson, 
R. Honey, T. ex. , 
Jacobs, S. M. Mebrii, R. Omar, 
O. Palmer, V. nly D. Suther- 
land, R. Webb. 
BIRMINGHAM 

Pass: K. Belton. 
LEEDS 

Pass: F. Johnson. 
MANCHESTER 

Pass: A. G. Gill. 

INTERMEDIATE 


Division “B” 

The following have obtained the 
Intermediate certificate : 

LONDON 

Good Pass: 
Knowles, P. A. Scott, 
J. Sweeting. 

Pass: J. Adams, D. Barnacle, 
J. Bolitho, B. Harvey, E. Haseler, 
G. Hill, D. Shearman, G. Swinyard, 
B. Walker, M. Williams, P. Rowson. 
MANCHESTER 

Pass: H. Clements, H. Giltrap, 
i... Cartwright. 


G. Bawden, 
Natal, 


Miss M. 


|" Advertize in Eacope the Mithadeo Way” 


ALBERT MILHADO & CO. LTD. ‘The Experts on Foreign Advertising’ 140 Cromwell Road, London, S.W.7. FREmantle 8592/3 (5 lines) 
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facts you cant 
ignore 


Full concert halls, queues for seats at the ballet, and crowds 
thronging art galleries wherever contemporary art is on view, are 
proof that things like these are no longer of interest only to the 
intellectual few. Similarly, the steady increase in the sale of the 
News Chronicle is proof that more and more people from all walks 
of life have found a popular daily which caters for their love of 
-intelligent thought and discussion. With a daily nett sale of 
1,460,493 (June 1956), the News Chronicle is unquestionably a mass 
market newspaper, but it appeals to the most important and most 
influential section of that market. The section which likes to 
make up its own mind and thinks for itself. News Chronicle 
readers are people of discernment. They will read your 
advertisement because they want to know what you are selling 
and believe in quality for quality’s sake. No wonder the 

News Chronicle carries more financial and building society 
advertising than any other popular daily. 


Space in the News Chronicle 

is remarkably inerpensive. 

For detailed information please 
telephone William Memory— 
Advertisement Director. 
FLEET STREET 5000. 
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SOW WEY 


IT’S TIME TO 
HIT BACK 


The appointment of A. A. 
McLoughlin as_ information 
Officer to succeed Denis Last 
coincides with the beginning of 
a new phase in the Advertising 
Association’s campaign to 
advertise advertising in the 
places that matter. 

Mr. Last described himself as a 
back-room boy with the task 
of preparing the brief for the 
advocates. His success is 
recorded in the mass of valu- 
able Speaker’s Notes which 
has been compiled. 

The task now is to put over with 
vigour the case which has been 
built up. Mr. McLoughlin 
must emerge as a front-line 
fighter. 


Clubs’ lead 


An excellent lead is given by 
three clubs—London, Regent 
and Berks and Bucks—with the 
scheme to find more and 
broader platforms for speakers 
on advertising. 

This is a vigorous response to 
the challenge thrown down by 
Sir Miles Thomas at the clubs’ 
lunch following the Brighton 
Conference when he said that 
the clubs should become the 
ambassadors of advertising. 

It is Bell Yard initiative which 
has led to this latest develop- 
ment in the London area. The 
idea is sound and logical, and 
should be extended throughout 
the country. 


Tax threat 


The need for a vigorous state- 
ment of the case for advertis- 
ing was never more urgent. 

This was sised this week 
in his annual report by Lord 
Luke, chairman of Bovril Ltd. 

He said : “Any effort to put a tax 
on advertising would be 
deliberately to increase the cost 
of production and distribution ; 
it would have the effect of mak- 
ing the distribution of goods 
more costly, and would be a 
false economy of the first 
order.” 

Coming from the president of the 
AA, that is a sharp reminder 
that there is a vital need to 
educate the critics NOW. A 
vigorous winter lies ahead for 
what Trevor Harris, chairman 
of the London Club, has aptly 
described as “the soldiers in 
the field.” 


A MARKET OF 
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Schoolroom swipes at advertising: 
Hitler edict quoted 


ORE news this week of 

anti - advertising propa- 
ganda in the schools. And once 
again it comes from a text- 
book in general use, 


Look at these extracts from 
English To-day, by Ronald 
Ridout, first published in 1948: 


We must try to understand 
how advertisements “get at us, 
so that we can intelligently resist 
when desirable. . . 

We have seen that advertise- 
ments, sometimes trivially, some- 
times seriously, have departed 
from the function attributed to 
them officially by the advertising 
industry “of bringing knowledge 
of desirable merchandise to the 
consumer.” We have probably 
censured them for so doing. Yet 
no one will deny that if adver- 
tisements stuck to that function 
they would do a valuable service 
for the modern community. 
Their legitimate and useful func- 
tion is to keep us informed about 
desirable merchandise . . . not to 
push them down our throats 
when we are off our guard. 


Noble emotions 


Some modern advertising does, 
of course, fulfil this legitimate 
function. . . . It can use appeals, 
but they should be to our nobler 
emotions, rather than to emotions 
of fear, snobbery, aggressiveness; 
and no falsification or deception 
should be allowed. There is no 
reason why this kind of advertis- 
ing should not be every bit as 
interesting as the unpleasant 
forms of deceptive advertising. 

We are now in a position to 
conclude that although modern 
advertising would justify itself, 
a good deal of it at present does 
not justify itself, by bringing 
knowledge of desirable merchan- 
dise to the consumer. In other 
words, the official justification for 
advertising is itself a deceptive 
piece of advertising. It tries to 
persuade us that modern adver- 
tising is a good thing, and it uses 
a trick to do so. 

In saying that modern adver- 
tising would be justified if it 
brought knowledge of desirable 
merchandise to the consumer, it 
states it in such a way that the 
unwary reader is made to believe 
that all advertising does in fact 
do this. @ 

And now consider two of the 
exercises: set for pupils. — 


B.E.T. 
24: MILLIONS BUS ADVERTISING 


ADVERTISING DEPT. B.E.T. FEDERATION LTD. STRATTON HOUSE. PICCADILLY, LONDON, W.I. 


“Er... one moment, sir— 
are you a member ?”’ 


@ Rewrite the official justifica- 
tion (for advertising) in a 
more honest way. 


@ Hitler once: said that it 
didn’t matter what sort of lie 
you told; so long as it was 
repeated loudly and often 
enough, the people would in 
the end believe it. Point to 
the danger of this in repeti- 
tive advertising. 


The schoolmaster who sent the 


extracts comments : “Most 
teachers would support the 
writer. Are advertising people 


as naive as they seem? Or do 
they accept the ‘Hitler line’?” 


WEALTHY OR WISE? 


HEN the sly inferences are 
flying advertising is never 
safe—not even in the BBC’s early 
morning religious programmes. 
The Rev. Fenton Morley intro- 
duced his “Lift up your hearts” 
talk on Thursday of last week 
with the comments: 


“The purpose of most adver- 
tisements is to get you to ask 
yourself—Can | afford to be 
without this thing, if I want to be 
healthy, wealthy or wise—the life 
and soul of the party—or one 
step ahead of the Joneses next 
door?’ 

“What they don't want you to 
ask yourself is perhaps this- 
‘Do I really need this .. . can I 
afford it . . . or isn’t it too expen- 
sive for me anyway’?” 

Nothing much in the words, 
but the anti-advertising inference 
is there again. And it is the im- 
pression which is left that really 
matters. 


SNATCH 


HE Evening News on Mon- 
day carried a front page solus 
advertisement for Lloyds Bank 
private safe deposits illustrated 
with old newspaper headings: 
£5,000 Jewels Were Left On 
Dressing Table 
Raider Gets £2,500 Gem From 
Flat. 
Splash headline on the same 
page was: 
£100,000 Gems Snatch. 
Snatch advertising? 
Nothing of the kind, 
the advertisement manager, 
Reeves. Just a coincidence. 


FUDGE 
“RETIRED GENTLEMAN requires 
permanent board residence, Mine 
head, Watchet area, own bedding, 


Says 
Jack 


laundry. Payment monthly in 
advance. Details to: Box ABIO, 
Evening World, Minehead.” 

Nothing wrong. with _ that, 
except that it appeared in the 
“fudge” column of the Bristol 
Evening Post, in Minehead. 

* * * 


Footnote: Have you noticed 
how few of the complaints to the 
Press Council concern advertis- 
ing? 


TOMORROW'S TOPICS 


@A new method of marketing 
cheese will shortly be intro- 
duced to retailers. 


@ Plans are being made to intro- 
duce a new “get slim” tech- 
nique with widespread tie-up 
publicity. 

® Negotiations are under way 
which will result in a big ex- 
tension of testimonial advertis- 
ing. 

@ New development in the elec- 
tric razor market shortly will 


be the introduction of ladies’ 


shavers — already selling in 
America. 
@A move is reported in the 


Federation of Retail News 
agents to get professional PR 
assistance. 

@ Some agencies are forecasting 
the development of “snatch” 
advertising on a pre-war scale, 


with newspapers presenting 
tentative layouts direct to 
clients. 


ROUND TABLE 


1700,.000,000 
passengers a year 


Tel: MAY fair 8886 
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If you want to convince yourself of 
Bradford's buying power, look at the 
** wool returns "’ of the Conditioning 
House—an accepted guide to Brad- 
ford’s prosperity. Poundage for 1955 
topped the 100 million mark—a 
record figure and an increase of 14% 
over the last two years ! 

Although wool and Bradford go 
together like a horse and carriage, 
engineering, vehicle manufacture, 
building and the distributive trades 
help to preserve the city’s industrial 
balance. 


Bradford’s men and women are 
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Mepia 


MAN'S 
GUIDE 


TO BRADFORD PROSPERITY! 


earning more than ever and their 
wants have increased with their 
wages. A_ retail turnover of 
£40,000,000 per annum proves this. 

The city’s two daily papers, the 
Yorkshire Observer and Telegraph & 
Argus reach nearly every Bradford 
home. They are read by 94.2% of 
the families in the city. Furthermore, 
both papers enjoy wide readership in 
the popular districts well outside 
Bradford, especially north and west. 
The two Bradford papers offer adver- 
tisers virtually complete coverage of 
these populous communities. 


Che Porkshire Observer 


(Morning 31,505 A.B.C.) 


Telegraph x Argus: 


(Evening 123,668 A.8.C.) 


HALL INGS, BRADFORD. — 


TWO OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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5/3d. per page per 1,000 a ip CT ean aie ee, ut 
based on readership of srs itt 
4,200,000. 


You can't net more for your 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96/98 LONG ACRE, LONDON, W.C.2 
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An Advertisement in JOHN BULL 
nets more readers at the lowest 
cost of any general 

colourgravure weekly. 


This fact alone makes JOHN BULL an excellent invest- 
ment for your advertising expenditure. But when in 
the field of general colourgravure weeklies you net, in 
addition, the highest weekly net sale, the greatest home- 
delivered sales, the largest family readership, a magazine 
read and re-read for more hours and with more confi- 
dence, a magazine that consistently publishes Britain’s 
finest writing — JOHN BULL then emerges as one of 
the finest investments in advertising in the country. 


woney JOHN BULL 


A.B.C. WEEKLY NET SALES JAN.—JUNE, 1956, 1,098,811 
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SEEM to be a “Hollerith 

Halfwit.” At least, that was 
the name which one of the 
delegates to this year’s Adver- 
tising Association conference 
coined to describe people doing 
the sort of job that I do. 


I did not attend that particular 
working session on _ creative 
topics, so I do not know who 
originated that expression, or in 
what context. But at least it 
seems fair to assume that he did 
not mean it to be taken as a 
compliment exactly. Neverthe 
less, as one of the halfwits in 
question (and I actually did work 
as a Hollerith machine operator 
20 years ago) I think “ Hollerith 
Halfwit” is really quite an apt 
description—and by no means 
an uncomplimentary one. 


The fact is that advertising is a 
team operation, in which people 
who are experts in their own par 
ticular spheres all bring their wits 
to bear on the problem and 
jointly arrive at the best solution 
to it. Some wits are of the 
analytical and _figure-minded 
type; others are particularly 
skilled in the effective use of 
words, the visual presentation of 
ideas, the selection of suitable 
media—and so on. 

It must be very rarely indeed 
that a good advertising cam- 
paign results solely from the 
wits of one person, or even one 
type of person. It is more like 
a cake which is made up of 
several different ingredients : 


Jury 20, 


1956 


No matter what some may think, a term of 


derision may, in fact, have quite 


a different meaning 


The case for the 
‘Hollerith Halfwit’ 


the i s being, in this 

case, the wits of the various 

people who contribute to the 
making of a good campaign. 

Looked at in that sense, adver- 
tising calls fof the fractional wits 
of many people; and the halfwit 
(if indeed he contributes as much 
as half of the final result) has 
surely done more than his fair 
share. That is why the expression 
“Hollerith Halfwit” is, despite 
the intentions of its origination, 
a rather flattering one. 

Half is probably too high a 
proportion of the credit to assign 
to the planning and calculating 
types in the overall preparation 


SOUTH EASTERN 


GAZETTE 


MESSENGER} 


CHATHAM 


OBSERVER 


ET SALE ABC. 87,986 JULY TO, DEC. 


by OLAF ELLEFSEN. 


director, Foote, Cone and B«lding Led. 


of an effective marketing and ad- 
vertising campaign. 

But, as one of them, 
gladly settle for half! 

There, now I have gone and 
used that word “marketing’—a 
word which provoked the benign 
wrath of at least one Brighton 
Belle. 

We all talk about marketing 
nowadays; and at the confer- 
ence it was talked about so 
much that this delegate finally 
got up and pleaded, loudly but 
movingly, for the preservation 
of that good old-fashioned 
word “advertising.” 
But she really need not have 

worried. There is no more danger 
of that word falling into disuse 
than there is of advertising itself 
dying out. We will go on talking 
about advertising for as long as 
we go on doing it. 


I will 


Broadening the scope 


The only difference is that we 
now talk about marketing as well, 
because we are also doing that 
nowadays — and doing it to an 
ever-increasing extent. We have 
broadened our horizons to bring 
in a wider range of activities; but 
advertising is—and will always 
continue to be — pre-eminent 
among those activities, if for no 
other reason than that it is the 
most obviously visible one. 

In recent years there has been 
a lot of unseemly bickering be- 
tween the “research side” and the 
“creative side” and perhaps I had 
better not provoke a new flare-up 
by saying which side I think was 
most to blame for that! Those 
were lovers’ quafrels which now 
seem to have found their custom- 
ary and appropriate ending in 
happy matrimony—even though 
one partner does still-try to insult 
the other now and again by ex- 
pressions like “Hollerith Half- 
wit.” 

What is more, the marriage has 
been blessed with off-spring, in 
the shape of campaigns which 
have all the good common sense 
of their fathers plus all the 
beauty, charm and unexpected- 
ness of their mothers. A happy 
event indeed. 

But have we now got to face 
another period of bickering be- 
tween the “marketing side” 


and the “advertising side”? I 
do sincerely hope not; because, 
once again, those are not op- 
posing sides. They are, or they 
should be, partners. And they, 
too, should be married and 
producing off-spring who owe 
something to both parents. 

Please let’s not have the re- 

search-y-creative conflict all 

over again, in terms of market- 
ing-v-advertising. 

What started the original con 
flict between the research man 
and the creative man? 

I think it was lack of mutual 
understanding. 


Cause of conflict 


The creative men did not un- 
derstand the mysteridus processes 
of research, and so _ they 
very naturally feared them. The 
research men were, ipso facto, 
not very effective salesmen of 
themselves (but were neverthe- 
less a bit too brash, perhaps, in 
some cases). If we do now run 
into a conflict between the mar- 
keting and the advertising sides, 
it will be for the same reason— 
lack of understanding. 

So I would like now to go on 
to endeavour to create some 
better understanding of how 
marketing fits in to the general 
plan. 

“Marketing” is a strange word 
for us to use. 


To the general public, 


“marketing” is what a housewife 
does when she takes her shop- 
ping-basket and goes out to do 


@ Continued on page 22 
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Through the RADIO TIMES you reach mothers, daughters, 
fathers, sons—everyone in every. kind of family. Nearly 9 
million* households take it every week. At least 19 million** 


people read it for 9 days, from Friday to the following Saturday 
week. There’s a lovely mass market for you! And cost-per- 
reply and cost-per-order ratios will stand comparison with 
those of any other medium. There’s pulling power for you! 
You can’t help but— 


Sell THROUGH the 


RADIO TIMES 


eABC CIRCULATION JAN-DEC. 1955S — 6,800,715 
@*NATIONAL READERSHIP SURVEY 1954 — 19,062,000 


All enquiries to: TOM HENN, HEAD OF ADVERTISEMENT DEPT., BBC PUBLICATIONS. 35, MARYLEBONE HIGH STREET, LONDON, W.1. 
CRC.RT2 
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Agencies often use too many outside 


suppliers for ease of working. St. Clements 
can take the place of several with their 
complete type setting, block making and 
plate making service. 


P.S. stands for Personal Service. It is by maintaining the closest 
personal contact with our clients that we can cope quickly and 
successfully with a mass of detail. 


@ St Clements 


type setting 
process, foundry 
complete day and 
night service 


ST. CLEMENTS PRESS LTD. 
PORTUGAL STREET, KINGSWAY, W.C.2. Telephone: HOL 7600 


‘Hollerith 
Hal fi WIE °—cona. 


the household shopping. She is 
“doing her marketing’: that is, 
buying things. But to us, in tech- 
nical jargon, marketing means 
selling things; or at least plan- 
ning and maneuvring things into 
the situation where they get 
bought. 

That is as good a definition as 
any. 

The marketing plan _ often 
Starts before there is anything to 
sell. It may start at the stage 
where the manufacturer is 
wondering what he ought to 
make—and it very generally con- 
cerns itself with product develop- 
ment and product changes. 

It takes in the packaging, 
naming, sizing and pricing of 
the product ; its distribution to 
the wholesale and retail trade, 
and the fixing of trade terms 
and incentives; the setting of 
sales-targets and advertising 
appropriations ; the study of 
competitors’ activities, to assess 
their strong points—and their 
weak ones; finding out what 
sort of people are most likely 
to buy the product, what sort 
of media give most effective 
and economic coverage of those 
people and what advertising 
appeals are likely to influence 
them most favourably: and 
finally, converting those 
appeals into actual advertising 
in those media—and watching 
to see what happens 
That is what marketing is. 


Four-fold aspect 


There are four broad stages to 
marketing plan: 

® Assembling all the relevant 
facts 

® Drawing conclusions from 
the facts 

@ Translating those conclu 
sions into policies for action 

@ Putting those policies into 

practical effect. 
_ Advertising is involved only 
in the last of those four stages. 
But this does not mean that 
advertising is some sort of un- 
important trimming—the paint on 
the walls of the house which the 
marketing men built. Quite the 
reverse. 

Advertising is the house, or the 
visible part. 

Marketing is the invisible but 
equally essential part: the plan 
of construction, the foundations 

and the plumbing. 
_ There should be no scope here 
for wrangles about whether 
marketing or advertising is the 
more important and which should 
have the ultimate control over 
the campaign. It is all one piece 

the plans, the foundations and 
the house itself; none of those 
is much use by itself, but they 
combine to make a highly effec- 
tive whole. 
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Marketing is not the “boss” of 
advertising, any more than re- 
search is the boss of artists and 
copywriters. 

As I am writing this on Derby 
Day, perhaps it is appropriate to 
compare marketing with the 
process of laying out the course, 
seeing that it is in good condi- 
tion, and fixing the rails and the 
blinkers so as to discourage the 
runners from dashing off in the 
wrong directions. 

After that it is entirely up to 
the horses and their riders—the 
creative advertising people—and 
the final result depends entirely 
on them. 

Keeping it straight 

eOf course they must stick to 
the track. No one can win the 
Derby by striking off across the 
Downs, or even by coming in 
first at Kempton Park. 

Artists and copywriters who 
cannot work to a brief should 
not be working in advertising 
at all. Similarly, the men who 
mark out the track should not 
try to be jockeys as well; the 
marketing man must restrain 
his urge to write copy and 
design layouts, however well 
he may think he could do 
those things. 

That is all part of this very 
difficult process of learning to 
be a halfwit—of recognising that 
the best results are achieved 
when people work together as a 
team, each contributing a part 
to the finished whole: of accept- 
ing the fact that no one—not 
even one’s self—could do the 
whole job much better if only 
other people would not keep 
butting in with their research- 
ings, and their marketings, and 
their Starch-ratings and their in- 
spired muses. 

Everyone has an equal part to 
play, whether it be in planning 
or in implementing the plan. It 
is like the legs of a chair. No 
single leg can support the chair; 
but the absence of any single 
leg makes the whole chair en- 
tirely useless. 

And that is quite enough 
metaphor for one article. 


Constructed to take many varied 

items, this wire stand for S. Maw 

Son & Sons Ltd. has been made 

by Victoria Plastics and Designs 
Lid. 
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* 5,287,000 
tons now 
building... 


AN 


| 
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“*According to the FINANCIAL TIMES ....” 

How often are these words the introduction to important information that 
profoundly affects decisions in industry? No other newspaper publishes daily 
information so varied or so vital to men at the summit and men on the way up. 
Market reports, the approach of science to industry, new management techniques, 
market studies, production information, overseas reports—as well as the indispens- 
able economic and financial background—are all part of the wider view of industry 
presented by THE FINANCIAL TIMEs, 

The men who read it are the present and future leaders of industry with the power to 
make important buying decisions. By reaching these men directly, THE FINANCIAL 
TIMES Offers the most effective medium for your industrial advertising. 


* Subject of a report in The Financial Times and typical of the many reasons why . . . 
Men of Industry read 


Yi THE FINANCIAL TIMES 
every day 


SIDNEY HENSCHEL, ADVERTISEMENT DIRECTOR, 72 COLEMAN STREET, E.C.2 
TGA FPS28 
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ADVERTISING CASE HISTORY—93 


An emphasis upon the labour-saving 


qualities of a new garment was a main 


feature of— 


A shirt campaign that 


was aimed at women 


[HE only non-iron cotton 
shirt with a_ timeless 
money-back guarantee from 
the manufacturers (that was 
the claim), the Rael- 
Brook “Toplin,” made _ its 
first retail appearance in Scot- 
land in the middle of October 
last year. 

The shirts were on sale all over 
the country about a week later. 

When Rael-Brook produced 
this type. of shirt, the name 
“Toplin” (derived from “Top of 
the poplins”) was chosen. It was 
decided upon after dozens of 
suggestions had been discussed at 
one of the monthly meetings pre- 
sided over by R. P. Rawlinson, 
chairman of Lucien Produc- 
tions, who has handled Rael- 
Brook's advertising and market- 
ing from the inception of the 
company eight years ago, and 
attended by Harry Rael-Brook, 
managing director, L. Hoffman, 
the sales manager, and A. 
Seller, another senior executive. 

Three guiding principles were 
also decided upon: 

® To continue to build Rael- 
Brook in the public mind as a 
firm of character—a company 
with a difference. 

@To bring the Rael-Brook 
label into focus as a symbol 
of quality and guarantee of 
excellence. 

@ To approach imaginatively 
and in a contemporary manner 
the business of selling an every- 
day article. 

At that early stage particular 
attention was paid by the agency 


A scene from the film made to promote the new Toplin shirt. Titled 
“From Hanger to Husband,” the ease of washing and preparing the 
garment for wear is heavily stressed. 


to the presentation of the product 
and point-of-sale material. 
Realising that shirts are usually 
bought by the housewife, a new 
method of packaging was 
evolved. The shirt was individu- 
ally boxed, with inserts to hold 
the collar in the correct position. 
Sheets of white or lavender 
tissue paper were attached to the 
sides of the box and folded over 
the shirt. Finally, a card was 
enclosed, bearing a _ personal 
message: “The staff of Rael- 
Brook hope that the efforts and 
skill used in creating ‘Toplin’ will 
bring you lasting pleasure. . . .” 


Close up scenes of 
the fiim make the 
point that none of 
the neatness is lost 
although no iron- 
ing of the shirt is 
called for. 


It was signed by the managing 
director. 

Stickers were attached to all 
the company’s stationery and 
parcels “Look out for ‘Toplin’ 
on .. .”—then followed a pre- 
marketing date. On that date 
retailers received a folder The 
Story of “Toplin” with a pocket 
containing specimens of all point- 
of-sale material. Travellers 
showed sample shirts and took 
orders for them. 


Some retailers were so much 
impressed with the folder and 
point-of-sale material that they 
placed orders before they had 
seen the product. 


An ironing board 
was made to seem 
as though it had 
been thrust un- 
wanted through 
the window of 
Smart Bros., 
Shaftesbury 
Avenue, London, 
during the course 
of a special display 
arranged — for 
Toplin shirts 
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All this was so successful that 
a great many shops were pre-sold 
and shirts were immediately 
allocated. 

The campaign to the public 
opened with a theme to the effect 
that “This shirt is wonderful but 
the shops have only a few at 
present. Register with your 
retailer.’ Never before had the 
public been invited to register for 
an everyday article. 

Concurrently, Mr. Rawlinson 
and the sales manager, L. Hoff- 
man, got in touch with the 
national press and women’s maga- 
zines and whetted their appetite 
for the “Toplin” debut by show- 
ing them a sample. The result 
was valuable advance editorials. 
and because the shirt was not yet 
being advertised, the impact on 
the press was entirely fresh. The 
new product was presented with a 
suggestion of mystery—not only 
to intrigue the press and public 
but also to preclude direct com- 
petition. 


Effect on industry 


Soon afterwards scheduled 
advertisements began to appear 
in the national press and then in 
the provincial press, special atten- 
tion being paid to Manchester on 
account of the potential impact 
of “Toplin” on the cotton indus- 
try. When space was booked in 
newspapers in his area, each 
retailer was informed by post and 
by trade paper announcement 
using as many as eight two-colour 
pages in one issue. Free block 
services were offered to him. 

With the impending arrival of 
the new shirt in the shops, the 
services of a public relations 
organisation became necessary 
and Lintas Information Services 
Ltd. took over the account. 

It was agreed that the 
primary functions of this ser- 
vice would be to bring inte 
focus with the press and key 
advocates the impact that 
Rael-Brook, as a company, 
were making and would con- 
tinue to make upon the shirt 
making industry and upon the 
cotton industry and to ensure 
that the customer—who is 
principally the housewife—was 
informed through the press and 
other media of the advantages 
of this non-ironing shirt to the 
whole family. 

The first step was the inaugural 


@ Continued on page 28 
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How to enter one human head-—or 5,000,000 


If your advertising aim is to get into the minds of about 
5,000,000 people intelligent enough to like reading, the 
key is in your hands: The Reader's Digest opens the 
door at a touch—indeed, holds it open for you. 

Why do the men and women who enjoy this magazine 
each month provide such a productive market? One 
reason is that they are comfortably above the average 
in income—over a million of our readers own their own 
houses, and nearly a million have motor-cars. Well over 
two million ot them are women, with the household 
spending responsibilities that this implies. 

But more important still is our readers’ character. The 
Reader’s Digest deliberately sets out to please people 
with inquiring minds, receptive to new ideas. Its pheno- 
menal success—over a million sale in Britain, a world 


NO WONDER 


sale of over eighteen million—is the measure of the op- 
portunity it offers to the advertiser. Its readers really 
read it—pick up each issue many times as they browse 
through its articles. There is ample evidence that they 
read the advertisements, too. And they are exactly the 
kind of people, better informed than most, whose ex- 
ample is apt to influence their friends, 

It is because of the character of its readers and their 
pleasure in reading it that The Reader’s Digest is one of 
the great advertising media of Britain. 


OVERSEAS International editions, 27 of them, cover 
key export markets. The British exporter can book space in 
London and, usually, pay in sterling. 


IT’S CALLED 


— 


he Reader's Digest 
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THE PRICE OF, 


farthing per head. 


“A guinea a thousand.” That, to an 
advertiser, is instantly recognizable as 
an economic price to pay for any ad- 
vertising medium. It is the price, too, 
on which the whole of ATV’s new rate 
structure is based: a guinea to reach 
every thousand families in the audi- 
ence for 30 seconds. That is, a fraction 
of a farthing per head. 

By next autumn ATV will have a potential 
audience of about a million families in 
London and over half a million families in 
the Midlands. And because television sets are 
permanent, this audience cannot decrease; it 
can only grow. The new rate card (which is 
based on the number of sets switched to ATV 
programmes) makes ATV Television a very 
competitive advertising medium. 

And since the new rate structure is based 
securely on the size of audiences*, the ad- 
vertiser pays according to the actual number 
of viewers seeing his commercial—whatever 
class of time he books. The cost of a 30- 
second spot during the peak A, B and C 
times is remarkably low—about a farthing 
per family. During off-peak D, E, F and G 
times this is reduced by about a third— 
making the cost only a fraction of a farthing 
per family. 

In addition, ATV’s new rate card enables 
advertisers to book into short time segments 


ASSOCIATED TELEVISION LIMITED, TELEVISION HOUSE, KINGSWAY, LONDON, W.C.2 ° 


A farthin 
a family 


ATV’s new rate structure, which comes into operation on September 16th, is 
based solely on the size of audience that can be reached in the time booked. The 
cost, at peak viewing times, is about a farthing a family 


HN 
Hh 
I 


and thus select the type of audience that will 
be attracted by the programmes being 
screened during that period. 

The impact of commercials will therefore 
be greater than ever on ATV, because com- 
mercials can now be planned to suit the par- 
ticular audience that has been selected. 


It works like this 


You book a series of 30-second spots, during 
perhaps “A” time on Sundays in London. 
ATV guarantees that the spots will always be 
screened between 8 p.m. and 9 p.m.—in other 
words, during or adjacent to the top-flight 


+ Pinpoint time classifications help ad- 
vertisers to plan commercials for 
specific audiences—so doubling the 
impact. 

te ATY rates suit all advertisers—15- 
second spots can be bought from 
£15 - £425. Whole 
£50 — £950 

% ATY 20°, series discount is available 
to all advertisers booking 52 weekly 
spots—— whether of 15 seconds, 30 
seconds or 60 seconds. 

*% For only £390 you can book an ex- 
perimental! six-months’ campaign of 
weekly 15-second spots on Midlands 
ATY. 


minutes from 


ADVERTISING 


yy 
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—or a fraction of a 


* Based on the most reliable estimates available of the total ITV audience next autumn and the supremacy 
of ATV revealed by Television Audience Measurement Lid. during the past ten months. 
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programme “ Sunday 
Night at the London 
Palladium.” Y ourcom- 
mercials will then be 
seen repeatedly by the 
audience of nearly two 
million whose habit it 
is to watch this programme. This or any other 
ATV audience is at your command. 


Year’s campaign—£624 


A 52-week campaign of 15-second weekly 
spots in the Midlands area can be bought for 
the astonishingly low figure of £624—having 
deducted £156 discount. ATV’s generous 
series discount of 20% applies to all advertisers 
booking 52 weekly spots—whatever their 
length. 

In London too an advertiser can reach an 
audience of 150,000 households for 15 seconds 
each week throughout one entire year for 
only £2,704. 


Proved power to sell 


However much or however little you have to 
spend on television advertising, it is to your 
advantage to put that money into ATV. By 
attracting consistently Jarge audiences with 
good entertainment, ATV can open up vast 
markets in the most heavily populated areas 
of the British Isles. 


TELEPHONE: CHANCERY 4488 


es 26 es : 
" . 
i} WI ; ae! 4 ce 
) y a 
f = 
AY, si = ; 
| a 
; : ; ps 
. Pe A? 2 
3 es 
be 
a — 
a | 
itp \ 
q Fe 
. ) 

i} ; 
om 
an 
F 1 
| 
' 

: a ba 9 : eis: aaa Se aaa ar : a ’ ee Se, + : — oe a Pr a 7 
ae Ee cs ae ‘ae oo nat 


JuLy 20, 1956 ADVERTISER'S WEEKLY 


“Sunday Night at the London Palladium”— 
long established as the top programme on ITV. 


ATV sends Gumption sales soaring—372% in the Midlands, 154% in London 


ATV advertising for Gumption household clean- 
ser began in London on March 3rd and in the 
Midlands on March 13th, 1956. After only two 
weeks’ advertising with 30-second “real-life” 
commercials there was a noticeable increase in 


sales. By May, two months later, sales in 
London and the Home Counties were 154% 
higher and in the Midlands 372%, higher than at 
the same time last year. 

This success is, moreover, wholly attributed 
to advertising on ATV, because Gumption sales 


in non-IT V areas were by comparison up only 8%. 


Advertising Agents for Gumption Products Ltd. 
R. 8. CAPLIN LTD. 


195 ~100 : 
fexcludes Woolworths sales) 1956 


RICHARD ARBIB, Managing Director 
of Gumption Products Ltd., states: 


“\W" have previously undertaken special- 
ized campaigns in the London area, 
employing newspapers, bus sides, and cards 
in tube trains, and although one such cam- 
paign cost more than double the amount we 
spent on television in two months, we did not 
achieve results which were at all comparable 
with those which we have recently experi- 
enced. As a company, Gumption is indeed 
very grateful for television. 

“Whilst we have not, of course, yet made 
profit out of our recent television publicity, 
we believe from the recent large increase in 
sales that more and more housewives will use 
Gumption regularly in their homes, and 
ultimately television advertising will be proved 
to have been the most inexpensive publicity 
medium we have ever used.” 


For those who want further details of this, a 
fully documented leaflet has been issued by 
ATV. Apply, on a postcard please, to the 
address at bottom left. 


ATV—PROGRAMME CONTRACTORS FOR THE WEEKEND IN 
LONDON, AND MONDAY TO FRIDAY IN THE MIDLANDS 


BOOK COMMERCIALS IN THE 
SAME TIME SEGMENTS AS THESE 
GREAT ATV FAVOURITES 


Most of these popular programmes appear regu- 
larly among TAM-rating’s weekly “Top Ten.” 


Sunday Night at the 

London Palladium 
I Love Lucy is 
Jack Jackson Show 
Robin Hood ott id 


Roy Rogers 
MIDLANDS 


Hit the Limit 
Cross Curres 
Superman 
Gun Law 
Robin Hood ‘ . 

These average audience figures are based on 
known ratings for the above programmes applied 
to the audiences that it is anticipated will be 
achieved by next autumn. The figures represent 
households, not viewers, so that commercials in 
most of these programmes will actually be seen by 
over 14 million people in London and by over 
1 million in the Midlands. 
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A shirt campaign with 


a personal touch 
eavy Y 


da 


IN THIS 
T he _ wearisome 
HEAVY INDUSTRY rota Li Pat 


shirt is dramati- 
AREA cally illustrated in 
the Toplin adver- 


tising film. 


The County of Durham has nearly 400,000 wage 


press reception held at London- 
derry House last November. 


The upshot was a diversity of 
editorials in both major and Use of film 


minor publications. A number of 


earners, employed for the most part in heavy 


industry. Substantial wage increases have come 


f blic relat tivities in th The Rael-Brook Company 
their way since the war and the county is now pete Bl geome thang followed. - were 4 first shirt-making firm 
p a 7 to use the cinema screen as an 
a potential market of great importance. , 5Oe Suek paate wes ES See advertising medium. 
sion of the export programme. Their “Toplin” shirt is the 
Already established in Scandi- . biect y . film entitled, 
THE DURHAM COUNTY ADVERTISER SERIES —_. the Ng gd made its “Free Hanger to Husband,” 
edut nearer this country in . 
of local weekly newspapers circulates as much in March in Amsterdam. A press which ~~ ctw at 1,000 
; ‘ ' 4 ; reception was held in the Vondel- - <x Y dact is y ted 
the main centres of industrial activity as in the park pavilion to mark the occa- i yA ag ints of Mi 
sion and introduce a “British sree Cty women 1 


@The housewife’s, with 
the emphasis on the labour- 
saving aspect. 

@ The wearer's, with the 


prosperous agricultural areas round them. They Week” in men’s wear at “The 

Society Shop.” 

a ae a prepared for 

: editorial use on this occasion was 

50,000 homes, and enjoy a long life, a thorough =the Anglo-Dutch commercial =, by ae 
achievement of the launch and The two themes are 

the enterprise of the Rael-Brook smoothly linked. 


partners.. The press, who were The film opens with the 
provided with releases in English housewife at the ironing- 
or Dutch, showed enthusiasm and board, engaged in a task which 
responded very well in terms of is presented as irksome. The 
editorial space. commentator says “away with 
_ In both the editorial and adver- the iron”—and away it goes. 
tising fields, publicity for the Then, “away with the ironing- 
Rael-Brook company is again board” —and that goes too. 
entering a new phase by accen- The phrase “You just don’t 
tuating the personal touch—and iron” (the instruction from the 


for this purpose the name of ; each 
Harry Rael-Brook, the signature sph ander y — 


on the personal message enclosed Next, the housewife is seen 
with each shirt, has been chosen. rinsing the shirt and putting it 
on 2 hanger. The husband 
appears, fixing his tie before 
leaving for the office and 
attention is drawn to Toplin’s 
“better all-day appearance 
without ironing.” 

When the husband _re- 
appears at the end of the day’s 


bring local news into the family circle of over 


readership and a great reputation in the county. 
Advertisers can be certain of reaching a reward- 
ing market by taking space in the Durham County 


Advertiser Series. These newspapers provide an 


ideal medium for a ‘‘heavying-up’’ campaign. 


Durham County 


Advertiser 


work the comment is that “the 
SERIES most amazing thing about this 
shirt is that it keeps on look- 

COMPRISING ing wonderful.” 


The shirt is shown as a 
package in its four shades and 
the price is quoted—39s, 6d. 

This one-minute film, ori- 
ginated by Lucien Productions 
Ltd. and made by the Pearl 
and Dean organisation, is in 
full colour. A country-wide 
schedule of bookings was 
arranged—with a quarter of 
them at London cinemas, 


DURHAM COUNTY ADVERTISER 
DURHAM CHRONICLE 
STANLEY NEWS, CONSETT CHRONICLE 
AUCKLAND CHRONICLE 


TOTAL A.B.C. 52,068 


IN THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 


Bliss in the family is an 
ingredient in the Toplin film. 
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The new technical journal for 
professional electrical 
engineers 
engaged 


in Research 


Development 
& Production g® 


‘Bg 


GUARANTEED 
DISTRIBUTION 
10,000 Copies 


First Issue: 
SEPTEMBER 1956 


Copy Date: AUGUST 10 


1 
1 
1 
! 
1 
! 
! 
L 


Edited by H. G. Foster, M.Sc., M.1.E.E. 


A SISTER JOURNAL AND ELECTRICAL EQUIVALENT OF ELECTRONIC ENGINEERING 


Published monthly by Morgan Brothers (Publishers) Limited. 
Proprietors of The Engineer and Electronic Engineering 


* For rates and details of other special positions still available please 
write to :— 


M. M. Hudson, Advertisement Manager. 


ELECTRICAL ENERGY, 28 ESSEX STREET, STRAND, LONDON, W.C.2. Phone CENtral 6565 
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AD MAN’S BOOKSHELF 


Facts about the British 
—and where they live 


Britain, An Official Handbook, 1956 
edition, prepared by the Central Office 
of Information, published H.M. 
Stationery Office, price 15s. 


HE first edition of this 

handbook was produced in 
1946 exclusively for overseas 
readers, to answer the ques- 
tions they most frequently 
asked about the British people, 
institutions, administration and 
economy. 

Successive editions became the 
main foundation of the reference 
and library facilities provided by 
the British information services 
abroad. The handbook was 
placed on general sale in 1954 
and its immediate success justi- 
fied the decision to continue the 
publication as an annual and 
make it available in this country 
as well as abroad. 

Revised and enlarged to keep 
abreast of the latest develop- 
ments, it now contains 477 pages. 
There are 40 photographs, 16 
diagrams, seven line maps, 
coloured end-paper maps and a 


fold-in map of the United King- 
dom. 

Fully indexed and containing 
a 34-page bibliography relating 
to each section of the text, the 
handbook is unique in providing 
an authoritative account of the 
major administrative institutions 
and the national economy of the 
UK. It contains a wealth of fac- 
tual and statistical information, 
derived from official sources, 
which is not readily available 
elsewhere. 

It is thus complementary to 
existing reference books, and 
has been found invaluable, 
particularly by students, 
teachers, writers, businessmen, 
officials and visitors to Britain. 
The handbook makes no claim 

to be comprehensive, but never- 
theless covers a wide variety of 
subjects in explaining the part 
played by the government in the 
life of the community. Separate 
chapters deal with government 
and administration, defence, the 
national economy, industry, 


transport and communications, 


labour, finance, trade, social. wel- 
fare, housing and planning, reli- 
gion, science, the arts, the press, 
and radio and television. 

While the handbook is about 
the UK as a whole, separate facts 
and figures are given, when 
obtainable, for England, Wales, 
Scotland and Northern Ireland. 
Particular attention has been 
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paid in this new edition to 
Britain’s plans for atomic power 
stations, the electrification of 
main railways and the construc- 
tion of new motor roads. It also 
gives glimpses into some fasci- 
nating byways of British life— 
allotments, bird sanctuaries, 
coffee bars and zebra crossings 
are all mentioned. 


Showing improved efficiency 


A & ee 


The British Railways stand in the recent Better Ways—Better Days 
Exhibition organised by the Tees-side Productivity Committee at the 
Town Hall, Middlesbrough, put over in a strong and dramatic manner 
how the North Eastern Region is measuring up to demands for 
increased productivity. Eight panels relating to the principal depart- 
ments, each depicted a scene labelled “Before’’ and boldly compared 


DO YOUR FILMS GET 


WIDEST 
SHOWING ? 


Sponsored film shows should not be hit-or-miss affairs. 


it with what is obtaining “Now.” 


To be 


successful you need organisation, whether you take your films to 
an audience or invite them to your showing. 

The Mobile Film Projection Service of Sound-Services Ltd. is a 
nation-wide organisation instantly available to serve you. Each 
projection unit includes everything necessary for a first class film 
presentation — fully trained operator, transport, high quality 
projection equipment, screens and all accessories. 

Wecan select audiences for your film from among clubs and associa- 
tions of all kinds—men or women. Invited audience showings can be 
arranged in hotels, town halls or exhibitions to suit requirements 


or ‘phoning to-day. 


Do you make full use of your films? Thousands of self-equipped 


Gs Find out more ¢ > siv rice by w 
© re abo his really comprehensive service by writin, 
~ ) fe. ao ——— . 


audience groups are anxious to see sponsored films. They can be reached 
through Sound-Services Film Library which can provide better and wider 


distribution for you. 


SOUND-SERVICES LIMITED 


(An Associate of The Film Producers Guild Ltd.) 


269 KINGSTON ROAD - MERTON PARK - LONDON 8.W.19 


Telephone: LIBerty 4291 TGA $34 
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FACTS and FIGURES. 


about 


Qutdoor vertising 


Willing & Company Ltd. have recently published an 
attractive, fully-illustrated brochure on OUTDOOR ADVERTISING. 
In it you will find a great many interesting facts and figures, 
not only about Willing’s and the way they work but 

also about the medium in general. 


May we send you a copy? * 


The brochure includes information on 

MEDIA of OUTDOOR ADVERTISING - MEASUREMENTS 
RATES - CONURBATIONS - SIGNS 

EXHIBITION DISPLAY 


K We shall be pleased to send you a copy on receipt of your business card at 
WILLING HOUSE 356-364 GRAY’S INN ROAD - LONDON WC! 
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CO-OPERATE 
WITH THE 
WHOLESALER 
AND GET 
RESULTS 


COUNTER PR 
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Beo- a Who 


manufacturer’s pri 
line with a larg 
happens to be a 


The cost of ru 
margin for profit 
reluctance to stocl 
discounts. 


The Wholesaler 
distributive and h 
able attitude of “ 
stock ”’. 


Could he do oth 
to handle? And] 
prove to be if he 
purely distributiv 


Nevertheless, t] 
turers are insepar 
have not large en 


24 HIGHBURY PLAC 


Telephone : CANonbury 2050 and 2600 


OVER TWENTY YEAK 
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Vholesaler can make profit from a 
product it must be a rapid selling 
arge distribution cover—unless it 
a high priced speciality. 


running his business leaves small 
ofit and one can hardly criticise his 
tock slow moving lines with average 


aler holds that his function is purely 
d he is right. He takes the reason- 
f “‘ You create the demand, and I'll 


otherwise with thousands of products 
nd how unwise a manufacturer might 
he relied for real sales effort from a 
itive concern! 


3, the problems of many manufac- 
They 
enough sales forces to effect contact 


parable from the wholesaler. 
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with their wholesaler’s customers, who—if stockists 
—might represent as much as 40°, of total turnover. 


There is also the problem of Advertising Expen- 
diture that doesn’t get the hundred per cent. chance 
to be productive. How much more valuable it might 
be if the wholesaler’s customer, the small indepen- 
dent shop, could be added to the distribution total! 


We hope to be of use in these problems. We run 
a large mobile force of salesmen for the specific 
purpose of calling on the small independent retailer, 
to establish him as a stockist, and through him to 
build up wholesaler turnover. Last year alone, we 
made nearly half a million calls and opened up over 
150,000 NEW stockists. 


This is a Service, not a sales Agency, and we like 
to operate in that sense. We don’t expect to get 


business every time we have a discussion. 


If you would like some advance information we 
will be pleased to send you a brochure. 


ODUCTS LTD 


* LONDON 


ARS OF EXPERIENCE 


Directors: J. Bede Egerton (Managing), D. R. Moore 
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try out new forms of promotion. 


the technique calls for careful planning 


it is possible to— 
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Increasing competition is compelling firms to 


Although 


Build extra sales by the 


use of films in the store 


YAN films promote retail 

sales? 

The question is one which has 
a number of answers. For 
example, the manufacturer will 
say he can unquestionably stimu- 
late sales of his product by the 
use of this media. His thoughts 
will dwell on results obtained 
from national film advertising 
which brings the name _ of 
his product continually before 
the public. He will consider 
the effective way in which 
he has improved the techniques 
of his selling staff. The large con- 
cern, possessing its own film unit, 
acknowledges the results of 
prestige films in strengthening the 
name of their company. 

But what, however, can the 
celluloid strip at the point of sale 
do to help the retailer? 

For him the big problems are: 
How to show a film? Where to 
show it? For how long to keep 
on showing it? 


Flow of customers 


The layout of his store or shop 
is designed (or should be de- 
signed) to permit a free flow of 
customers to circulate through the 
whole area. The easier the circu- 
lation, the happier the customers 
and the greater the chance of 
making a sale to them. With 
films, however, it is necessary to 
stop them and hold them until 
the selling message is over. But 
this may take the customer’s 
thoughts off general buying and 
even destroy the success attained 
by getting her into the store in 
the first place. The hope is, of 
course, that in the end a sale will 
be contracted because the film 
medium has been used. 

There is another side to the 
question: the deliberate use of 
film, or films, to draw the custo- 
mer into the store. In this case 
they have to be of singular 
interest or topicality and there 
has to be a suitable available 
location within the building for 
the screening. This device was 
successfully tried a couple or 
more years ago when 3D films 
were the rage. Short films of 
topical interest in 3D colour were 
shown in several stores and the 
novelty value at the time was 
high and for that reason it was 


By B. 


possible to gain quite sizable 
audiences for a week or two. 
Although there was no relation 
between the content of the films 
and the promotion of products, 
the subject matter was of good 
news value, the programme short 
(20-25 minutes) and the idea of 
3D films helped to associate the 
stores with progress in another 
field. This association of ideas 
was of good prestige value. 


Use with exhibitions 


Again, from the prestige point 
of view, films can also be shown 
in conjunction with exhibitions in 
the store. 


An example might be the 
selling of holidays—where the 
popularity of such programmes 
could necessitate booking 
arrangements and would cer- 
tainly call for careful pro- 
gramming. An effective sales 
message can be put over and 
in a considerable number of 
cases holidays are booked at 
the store travel bureau as a re- 
sult of such films being shown. 


When it comes to the use of 
films to aid on-the-spot product 
selling there are four main points 
to consider. 

@ Has the shopper time to stop 
and look at a film, however 
short? 

@Can production and equip- 
ment costs be satisfactorily 
related to results? 

@ Is the idea practical for the 
majority of large retailers or, 
say, any of the smaller ones? 

@ Can a manufacturer afford to 
sponsor such an idea for his 
products? 


Specific examples 

Let us examine a couple of 
practical cases. 

An experiment was _ recently 
carried out by the _ Starline 
Varnish & Enamel Co., Ltd., 
which involved the organising of 
special film shows to the public 
in large departmental stores. The 
first took place with the co-opera- 
tion of Kennards Ltd. of 
Croydon, in conjunction with 
E. C. Barton, publicity manager 
of the manufacturers. 

The store held a_ special 
branded goods event and on each 


FILLAYSON BULLOCK 
publicity manager, Kennards Ltd. 


day at 11 am., 2.30 p.m. and 
4 p.m., 16 mm. film shows were 
given in a specially built demon- 
stration theatre seating about 40 
people. The programme showed 
sound colour films depicting the 
wide use of Starline paints for 
home decorating and the many 
uses to which it was being put by 
local authorities in all parts of 
the world. A tie-up was arranged 
with Kimberley-Clark, Ltd., the 
Kleenex tissues distributors and 
the Kleenex sound colour film, 
“How to catch a cold,” was in- 
cluded. 

During the 10 day showing 
(including one Saturday and two 
half days) the total adult audi- 
ence was around the four-figure 
mark. There were also quite a 
number of children (potential 
customers?) who viewed the 
films. Demonstrations were 
carried out between film shows 
and the keen interest of the 
public was very gratifying. 
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While an immediate leap in 
sales could have been expected 
during the showing of these 
films, there was very little dif- 
ference from normal weeks in 
the trading figure. This was 
probably due to the fact that 
during the 10 days the winter 
weather was at its worst. How- 
ever, in following weeks as the 
weather improved, sales 
showed a marked comparative 
increase. 


The next experiment was car- 
ried out with the co-operation of 
Lewis’s (Midland) Ltd., in Leices- 
ter. Special invitation cards were 
issued to the public visiting the 
store and the audience limited to 
100 per evening as the film shows 
were held after shopping hours. 
Notices were given in the press 
and this particular show was 
made into a special cinema even- 
ing. 


Presenting the seaside 

The first film to be shown was 
the Southend Corporation's item 
titled “The best place under the 
sun’ with commentary by Frank 
Phillips and served to give the 
audience an attractive view of the 
home town of Starline’s head 
office. This film was followed by 
“Paints for Every Purpose” and 
“Paints at Sea,” which had been 
produced by J. D. Butcher, com- 
pany chairman of the Starline 
Varnish & Enamel Co., Ltd. A 
short demonstration of the gloss 
covering power of Starline P.R.7 
was then given and the second 
half of the programme consisted 
of the Kleenex film and a pro- 
fessional comedy item. 


In this case, increased sales of 
Starline products immediately 
took place and for many weeks 
afterwards people were talking 
about the film show and asking 
for Starline products by name. 


Fourfold function for 
tape counter unit 


THE NEW Emitape counter 
service unit has been designed to 
do a fourfold selling job. 

To begin with, it tells at a 
glance the whole Emitape story: 
the four spool sizes available ; 
the lengths of general purpose 
“88” and long-play “99” Emitape 
on each size of spool; the prices: 
the technical features and advan- 
tages of Emitape. 

Secondly, used as a counter 
display, it provides a combined 
self-service unit and constant 
reminder advertising. Further- 
more, the ingeniously designed 
spool on the drop flap is a half- 
section of an actual Emitape 
clear plastic spool, backed with 
a most realistically printed re- 
production of a reel of tape. 
Thus it enables the dealer to 
make a permanent display of 
both tape and spool without 
opening saleable stock for the 
purpose. 

Lastly, the unit, with its four 
spool sizes of Emitape, auto- 
matically stocks the dealer for 


The growing market for tape 


recording machines will be 

catered for by this new counter 

service unit issued by the Emitape 
organisation. 


practically every make of tape 
recorder on the market. 

This colourful display con- 
tains eight reels of Emitape, each 
packed in the well-known four- 
colour box with dustproof, 
transparent film wrapping. 
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MOTOR TRANSPORT EXHIBITION, EARLS COURT, 21-29 SEPT 


IMPORTANT SPECIAL ISSUES 


OCTOBER - cue MAIN SHOW NUMBER) 
“London Show—Buyers’ Guide” 


On sale at the Motor Transport Exhibition, 
Earls Court, 21-29 Sept. Containing detailed 
specifications of all public service vehicles on the 


British market, keyed to a list of exhibitors. 


PRESS DATE: 3 SEPT. 


17 NOVEMBER 
“British Design for 1957” 


Providing important post-exhibition studies of 
design trends as embodied in the latest p.s.v. 
models. An issue of high reference value 

in the industry at home and abroad. 


PRESS DATE: 29 OCT. 


* Advertisements in these two SPECIAL ISSUES will 


be studied by the world’s leading transport executives 


ILIFFE & SONS LIMITED - DORSET HOUSE - STAMFORD STREET 


» LONDON . S.E.1 - WATERLOO 3333 (60 LINES) 
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PROGRESS CONTROL 
IN ADVERTISING 


Complete New System both for Agencies 
and for Advertising Managers 


No man in advertising can give of his creative best 
if he is continually harassed by ‘progress’ worries 
When is the ‘deadline’? What about copy ? 
Have we ordered blocks ? 
ready ? 


These questions—and many more _ besides—are 
continually being asked in every agency and 
advertising department in the Country. 


But here at last is a new system which will answer 
them firmly and quickly the moment they crop up. 
The idea is to signal important facts visually. Thus 
when you need details of insertions, artwork, layout, 
production, etc., your records present you with 
summarised snap-vision facts, rather than with a 
mass of irrelevant details which have to be sorted 
through. 


So, at the beginning of each day you can flick your 
eye down your visible record and pick out all the 
matters that require urgent attention. 


This applies to all types of Press advertising, single 
or series advertisements, printing jobs, leaflets, and 
so on, 


And, apart from ‘ visible-edge ’ summarising, you 
have full details of costs (per insertion, per enquiry, 
per sale) and a multitude of other vital data. 


Do you sometimes miss a deadline ? Can you tell 
instantly if a medium has ceased to pull? With 
the new system there is no doubt at all about 
questions such as these. 


Why not get further details ? You are not com- 
mitted in any way. Just jot “Advertising Records” 
on your letter heading for full information by return. 


Samoan System 


VISIBLY BETTER RECORDS 


The Shannon Limited 
28 Shannon Corner, New Malden, Surrey 


| leading women's weeklies 


Will the artwork be | 
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COMMERCIAL ARTISTS’ PORTFOLIO 


Joan Martin 


May 


HE appalling term “preco- 

cious child” could have been 
applied to Joan Martin May as 
she started “legible” drawing at 
the age of two. At 12 years of 
age, while at a convent school, 
came the first professional job 
a religious subject for a publish- 
ing house (a coloured drawing of 
the Holy Family for a cut-out 


Christmas Crib) for which the 
first cheque (12 guineas) was 
earned. 


After an early general educa- 
tion in New York City and 
Baltimore, she came back to 
London with her parents who 
later decided to send their child 
to the Hornsey College of Art. 

All that over, she was in the 
employ of J. Walter Thompson, 
but, after the war, went in for 
book and magazine illustrating, 
chiefly children’s books and the 
until 
she found that better pay was to 
be gained in the commercial field. 


Traditional preferred 


“As with my uncles, F. Stocks 
May and John May,” she has 
written. “I am more an admirer 
of traditional art than much of 
the so-called ‘modern’ school. 1 
can’t help feeling that if one sets 
out to do something ‘modern’ it 
becomes too self-conscious and 
does not reflect that natural urge 
which gives no thought to 
‘period.’ Such work is bound 
to be a mere affectation. Besides, 
all forms of ‘modern’ art get so 
old-fashioned so quickly and 
become dated! Can one say this 
of the Old Masters?” 

For years she was prejudiced 
against art agents and refused to 
use one — until circumstances 
brought her into touch with 
Hawkes Studios, “who have,” as 
she has put it, “more than proved 
that I made a move in the right 
direction.” 

Perhaps, after all, there is 
something to be said for heredity. 
Joan Martin May’s mother, May 


An illustration for 
a Toff-o-Luxe ad- 
vertisement by Joan 
Martin May—who 
comes from a 
family of commer- 
cial artists and ad- 
vertising men. 


Examples of Joan 
May's... 


Martin 


. portraiture of young people. 


Martin May, three uncles, two 
cousins and a brother are artists 
and her father, Arthur V. May of 
Reid Walker Advertising, is some- 
thing of an art and music critic 
besides being a writer. 
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SALES AIDS THAT SELL 


A NATIONAL ADVERTISER WRITES: 
“Comments in regard 
to this display have been 
the most favourable ever 
received in connection 

NG with any display yet 
. ee 4 shown ”’. 


jolly good 


SPORTS Meo 


Silat 2UTTABLE 


2 Pah a we a ne 
FT 88 ACRE LANE 
DISPLAY CRA LTD. LONDON SW2 


BRIXTON 7871 (4 Lines) 


MECHANISED SCREEN COLOUR PRINTERS TO BRITAIN’S LEADING NATIONAL ADVERTISERS 
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WHAT’S SO SPECIAL ABOUT SUSAN AND PETER? Nothing — they’re just 

an average young couple! And that’s why they’re so important to so 

many of us with something to say. . . something to sell. Hulton figures 

show that over 95°% of the Susan/Peter age group go to the pictures 

— 68%, of them at least once a week. No other medium even begins 

to offer such complete coverage at such a low cost-per-thousand 
(14s. 5d. for a 15 second filmlet) of this age group. 


UUOUOGUDT UT 


THE SCREEN IS THE YOUNG PEOPLE’S SHOP WINDOW! 


a 


Attracted by an atmosphere of glamour and luxury, Susan and Peter 

do their ‘shopping’ in the 2s. 9d! Youngsters like this, earn more than 

ever before . . . spend more than ever before. Sell to them through 

the screen, with movement, sound and COLOUR—speak their language. 
Win them now and they can be your customers for life! 


People of all ages enjoy the pictures. The total weekly cinema attendance 

in the UK is over 22,370,000 on average, of which over 17,000,000 are 

adults. If you want to get in touch with this vast audience, see Pearl 
and Dean about it now ! 


| Pearl Jia Dean 


(SCREEN ADVERTISING) LTD 
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If you'd like to hear more about the picturegoing habits of Susan and 
Peter, make sure you get your copy of the new brochure 
—just write to us. 
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ADVERTISER'S WEEKLY 


Largest Net Sale in Kent 
_ KENTISH TIMES | 


SERIES 


The eight papers of the “KENTISH TIMES” Series 


have an intense coverage throughout 130 square 
miles of the County with an average weekly 
net sale (A.B.C.) of 


88,341 


PLAT RATE 26l- PER S/C INCH 


NEWSPAPERS 
PRINTED 
WITHOUT TYPE 


* 


SEE NEWSPAPER 
PRODUCTION SUPPLEMENT 


PRINTING 


Press & Publishing 


NEWS 


JULY 26 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


Intensively cover the populous 
and prosperous area of South- 
West Middlesex 


NET SALES 


45,026 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 


Phone : HOUnslow 0016-78 
fords Inn, Bd OL % 
Clifford’s inn, E. HOL MI! 

Founder 


Member London irbon 
and Home Counties Press Group 


Retail 
Outlets 


WE KNOW aa lot about the 
shops in our part of Middle- 
sex, which covers more than 
a third of the county popu- 
lation. We know, for example, 
that we cover 36 per cent. of 
all the shops in the Jewellery, 
Leather and Sports Goods 
group ; 34 per cent. of all in 
the Furniture group. 


AND WE KNOW the shop- 
ping habits of Middlesex 
people, too. One of them 
is to read their local news- 
paper BEFORE they go to the 
shops. 

NET WEEKLY 

159,598 
SALES (ABC) 
per 55s. s.c. in. 


Middlesex 
County 
Press 


HIGH STREET, UXBRIDGE 
Phone : UXBRIDGE 8383 


“ CLASSIFIEDS " 
PULL in 
Advertiser’s Weekly 
Phone yours to WATERLOO 3388 
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In this way, the furnishing house of Charles Morris & Co., 
and draws the custom 


engages the interest 


Jury 20, 1956 


~ BEDROOM 
Wire Mattress. Spee 
BEDS TEAD (full Sze) 


su" 


al 


4 — 2 & 


Ltd., 
of the readers of the 


“Evening Gazette’ and the “Northern Daily Mail. 


An advertiser who does 


PWARDS~) of 250,000 


people who read _ the 
Evening Gazette, of Middles- 
brough, and the Northern 


Daily Mail, of West Hartle- 
pool, keep a sharp look out 
for a strip cartoon featuring 
the “ T Side Family”. . . be- 
cause it spotlights the bargain 
of the week offered by the 
Tees-side furnishing house of 
Charles Morris & Co., Ltd. 

Yet the story does not 
there. 

The artist who draws the 
strip is none other than the 
managing director of the firm 
—Charles Morris. 

“I got the idea after noticing 
that national newspapers were 
devoting more space to strip car- 
toons. Everyone reads them,” 
Mr. Morris has said. “I decided 
to cash in on the idea and use it 
in my own advertising. 

‘T Side 


end 


“Since I started the 
Family’ I have found this type 
of advertising pays dividends. It 
has been a huge success. 

“Some weeks I draw attention 
to a special line in, merchandise; 
other strips do not have such a 
pointed reference. By this means 
the ‘T Side Family’ is now well 
established.” 


his own art work 


JOHN ROBERTS 


This wide-awake retailer has 
reported that this advertising 
policy is one of the principal 
reasons why he is doing more 
business than ever, despite hire- 
purchase restrictions. “Mine is 
entirely a personal organisa- 
tion,” he says. “I do all ihe 
buying myself and the adver- 
tisements in the local press are 
from my pen.” 

Not surprisingly, this recently 
made headlines in Furnishing 
World when, within 18 months of 
opening his first store in West 
Hartlepool in 1946, Mr. Morris 
had three branches in the area. 

* . * 

Some 450,000 boys and girls 
leave school every year—and 
start looking for a job. Some- 
times the choice is easy—the 


@ Continued on page 42 


Zoe Newton visits the composing room of the “Sunderland Echo.” 


Left to right: G. O. Rennison, chief photographer; V. H. 


Dewey, 


advertisement manager ; A. Padbury, deputy overseer ; Miss Newton ; 
A. Jarratt, Milk Festival organiser; and Miss Audrey Dobson, of 
Mather & Crowther Ltd. 
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ear not, dear lady. A mod. kitch. always looks thus when it is bg. blt. One day 

soon, glue-pot, sawdust and long-suffering joiner gone, you will find that the 

architect was right after all: it will be a dream kitchen. Nowadays such dreams 
are made, to a large extent, of hardboard, a most workable building material that is 
seen—and taken for granted—in shelves, partitions and cupboards at home, the office 
and the factory. But this versatile board is only one of the things that Bowaters make. 
The full catalogue runs from delicate tissues to newsprint rolls 44 miles long. For 
the enjoyment of living, Bowaters provide paper for magazines and books, for wrapping 
sweets and biscuits. For the business of living, Bowaters provide packages for commerce 
and industry, even building material. Directly or indirectly all benefit from the 


diversified activities of the Bowater Organisation. 


— The harvest of the forest is given many forms by BOWATERS 


The Bowater Paper Corporation Limited 


Great Britain United States of America’ Canada Australia South Africa RepublicofTreland Norway Sweden 
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ADVERTISER'S WEEKLY 


The Most Important 
Issues of the Year !! 


THE 


COMMERCIAL 
VEHICLE SHOW 


SEPT. 8, 15, 22, 29. 


GARAGE & MOTOR AGENT 


SPECIAL 
SHOW NUMBERS 


INTERNATIONAL 


MOTOR SHOW 


OCT. 6, 13, 20, 27. 


MAKE YOUR 
SPACE RESERVATIONS 
IN THESE ISSUES NOW. 


Juty 20. 1956 


Local papers score with 


guides to careers 


youngster knows exactly what he 
or she wants to do for a living. 
But often there is no such definite 
path and parents, anxious to 
guide their offspring along the 
right lines, are glad to know the 
opportunities which exist in their 
neighbourhood. 

Here, then, is a wonderful 
opportunity for the local news- 
paper. A supplement devoted to 
careers can be of great value to 
everyone concerned. It gives 
parents useful advice; it helps 
local commerce and industry to 
solve its labour problems—and it 
increases the newspaper's adver- 
tising revenue and, possibly, its 
circulation. 

Could one ask for more! 


Preparing for future 


One of the most comprehensive 
examples of this type of supple- 
ment I have’ seen recently 
appeared in the Northampton- 
shire Evening Telegraph. Titled 
“Careers Review,” it consisted of 
24 pages and was the third and 
largest supplement of its kind to 
be produced by this paper. 

Local footwear, engineering 
and other companies gave the 
supplement strong advertising 
support—some 60 per cent of 
space being sold. Editorial 
features gave much useful and 
interesting information about 
the major companies and dis- 
cussed in detail the types of 
careers available. 

The supplement contained 56 
illustrations and had a_well- 
designed bold cover, combining 
typographical heading with an 
attractive line drawing 

Responsible for the advertising 
were A. G. Wood, advertisement 
manager, R. H. Wells, assistant 
advertisement manager, and A. 
Dorney. Editorial was handled 
by R. S. Stephenson, group 
supplements editor. 


There can be no doubt that this 
supplement has proved of great 
value to the many boys and girls 
in the Kettering area who will 
shortly be leaving school. 


Capturing the market 


VIGOROUS EFFORTS are being 
made by the Bracknell Times to 
take advantage of an expanding 
market, and they are using a large 
hoarding built in Bracknell High 
Street to shield the construction 


work in progress for the new 
Town Centre. 

The Bracknell Times is part 
of the Wokingham Times series, 
which also includes the Ascot 
Times published by the Berk- 


shire County Advertiser Limited, 
at Wokingham, who have rented 


one of the five 48-sheet poster 
sites on this hoarding. The 
advertisement has been hand- 


painted on metal. 


During the coming year or so, 
until the new Town Centre is 
completed, this poster in its 
dominating position is bound to 
play an important part in the 
concerted drive of the Bracknell 
Times to win readers and adver- 
tisers among the thousands of 
“new arrivals” in the rapidly 
expanding new community of 
Bracknell. The newsagents in 
Bracknell High Street, almost 
opposite the hoarding, are re- 
ported to be very pleased indeed 
with the results of this massive 
point-of-sale advertisement. 

The contractors were Hill & 
Sherwin Ltd., and Granthams of 
Reading are the agents—who 
also designed and produced the 
painted sign. 


* 7 * 
THE OCCASION of the June 
Dairy Festival provided the 


@ Continued on page 44 


Ulster’s leading farming publication 


“PARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 


A.B.C. figures 
Jar. to June 1956 | 


28,271 | 


i 


i 


“aemsen OF THE 

avory S@VASBAU 

OF CINCVLATIONS 
Belfast Office: 

18 Donegall Square, East. Tel. Belfast 24397 
London Office : 

69 Fleet Street, E.C.4. Tel. FlEet St. 5453 


PRINTERS 


to 
ADVERTISING AGENTS 
and their clients 


SINCE 1894 


LETTERPRESS 
AND OFFSET LITHO 


For Prompt Service Telephone NOW: 
London Director, 

VEEVERS & HENSMAN LTD. 

36, Albemarle Street, Piccadilly, W.!. 
Grosvenor 6782 
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A big boost to sales of the “Bracknell Times” is being given by a 


large poster space in the Bracknell High Street. 


Thousands are 


moving into the area and the paper is determined to get its share of 
the new readers. 
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SCOTLAND'S NATIONAL NEWSPAPER 


uP! UP and GP! 


34 ,000 COPIES MORE 


— "DAY SINCE JANUARY. 


JANUARY 


FEBRUARY 


MARCH 


APRIL 362, 000 
MAY 363,000 


une 370,000 


| 
You cannot wisely mee the Daily Record 
out of any National or Scottish campaign. 
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COMPANY MEETING 


Dictaphone Company Ltd. 


CONTINUED PROGRESS 
MR C. KING WOODBRIDGE’S ADDRESS 


The Annual Meeting of Dicta- 
phone Company Ltd., was held 
on July 17, 1956, in London. 

Mr. C. King Woodbridge, 
chairman of the board, presided 
and in the course of his address 
said : — 

I am very pleased to be with 
you at this meeting of share- 
holders of this company, the 
progress of which I follow with 
considerable interest, and in sub- 
mitting for your consideration 
the forty-fourth annual report 
of the directors together with the 
accounts for the year ended at 
December 31 last, | am happy 
to state that not only has this 
company maintained its position 
in the dictating machine world, 
but its parent company, the Dic- 
taphone Corporation, over which 
I am privileged to preside, and 
that company’s Canadian off- 
shoot whieh is so closely linked 
with this company, are both able 
to record very considerable pro- 
gress. 


Magnitude of Business 
Before I go into 


any more 
detail with the affairs of this 
company, you may like to be 


reminded of the magnitude of the 
Dictaphone business. In addition 
to the sales of our own products 
during 1955, our resources were 
employed in defence contracts, 
which made a useful contribution 
to a record year both in turnover 
and profits, in fact without ques- 
tion the greatest year in the 
history of our companies. 

Our overall turnover being in 
excess of £11 million resulting in 
a net profit for 1955 of £744,333, 
of which £266,961 was distributed 
in dividends to shareholders, the 
remainder being retained to 
finance our ever-growing busi- 
ness, as it is important that we 
should not be restricted by lack 
of working capital. 


The Dictabelt 


It is of course impossible to 
talk about the Dictaphone “Time- 
Master” without emphasising 
Dictaphone’s “Dictabelt,” manu- 
factured in our own factory, 
which you will appreciate is by 
no means .a small undertaking, 
when I tell you that during last 
year over 26 million Dictabelts 
were made and distributed. 

Commercial recording and re- 
producing equipment, as_ dis- 
tinguished from dictating 
machines, including our Dicta- 
tape four-channe! magnetic 
tape-recording machine, our 
Dictalog magnetic belt-recording 
machine, and other specially 
designed devices, have grown to 
such an extent that we have set 
up a new division, the recording 
machine division, under the 
direction of a production 
manager and a sales manager. 
This company, as you will see 


from the balance sheet, now has 
assets in excess of £700,000, and 
I claim, without fear of contra- 
diction, that our Acton factory 
is one of the most modern and 
efficient manufacturing units in 
Europe. 
Growing Exports 

In the year under review, this 
company has not only increased 
its domestic business, but re- 
tained its export sales at the 
very high level of 70 per cent of 
its production, including a very 
substantial amount of dollar 
business. 

During the past year, Great 
Britain has had to answer a 
formidable challenge, due mainly 
to the difficulty of selling British 
products at competitive prices in 
foreign markets. The measures 
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Sunderland paper makes a 


splash with ‘Milk Girl’ 


Sunderland Echo with a magnifi- 


| cent opportunity to run a bright 


adopted in an attempt to solve | 


the country’s economic problems 
which include a drastic tighten- 
ing of credit facilities and an 
increase in the burden of taxa- 
tion on business enterprises may 
well, however, have the effect of 
discouraging investment in cost 
reducing equipment, including 
the range of Dictaphone “Time- 
Master” dictating machines. Yet 
it is by such investment that the 
competitiveness of British pro- 
ducts can be increased. 


The Telecord System 

During the year we have 
introduced the Dictaphone Tele- 
cord system, which is definitely 
not an alternative to the standard 
“Time-Master” dictating machine, 
but nevertheless a very important 
part of a Dictaphone installation. 
The Telecord system enables an 
individual to dictate anything at 
any time without waiting for a 
secretary. By picking up the tele- 
phone he can think out loud. 
While every business can use the 
Dictaphone “Time-Master” with 
profit, many businesses can also 
use the Telecord system profit- 
ably, and we look for an appre- 
ciable increase 
as a result of this very useful 
development. 


Continued Expansion 

Our business is growing all the 
time, particularly on the con- 
tinent of Europe. We now employ 
more people than ever before. 

In conclusion, 1 would like to 
offer my personal thanks and 
those of my colleagues on the 
board of this company to all 
executives and employees of our 
organisation throughout Great 
Britain and on the continent of 
Europe. 

The report and accounts were 
adopted and the retiring direc- 
tors re-elected. The proceedings 
terminated with a hearty vote of 
thanks to the chairman, moved 
by Mr. C. Harold Vernon, and 
seconded by Mr. F. Graham 
Maw. 


supplement of a quite different 
sort, With the inside four pages 
headed “Zoe Newton Comes To 
Town!”, this was an eight-page 
affair packed with pictures of the 
world’s best-known milk girl with 
neat promotional captions. Here 
are a couple of examples: 
“Warm-hearted Zoe Newton 
loves children . . . she knows 
they like Notarianni’s ice 


cream with its full cream milk. . 


It's body building, it's delicious 
... it's won 1st and 2nd prizes 
at Olympia, together with 
diplomas.” 

“Make milk drinking a daily 
habit. Zoe takes her elevenses 
at Palmers, St. Thomas Street, 
where the perfect refrigerator 
keeps milk fresh for days. Call 
at Palmers and inspect the 
many refrigerators.” 

It was certainly an eye-catching 
piece of work and those con- 
cerned on the paper. were 
generous in awarding credits: “It 
is due to the co-operation of the 


Milk Marketing Board and 
Messrs. Mather & Crowther 
advertising agents of London 


that we were able to secure the 
exclusive pictures in these pages.” 


Agricultural show featured 


THis IS certainly a season for 
special supplements Another 
spectacular item (32 pages) was 
included in an issue of the East- 
ern Daily Press on the occasion 
of the Royal Norfolk Show... 


| and it was the largest supplement 


in our business | 


ER 


ever to be published about the 
event with a six-page supplement 
by the same people—Norfolk 
News Co. Ltd.—also marked the 
event with a six-page supplement 
which was carried throughout six 
of the eight papers comprising 
the Norwich Mercury Series and 
appeared in the Yarmouth Mer- 
cury and the Lowestoft Journal 
as a two-page feature. 
. + * 

EIGHT ADVERTISEMENTS, all in 
similar style and in which no 
prices were mentioned, occupied 
nearly a page ina recent issue of 
Birmingham Post, in connection 
with the opening of Thrussells 
new man’s shop in Temple Street, 
Birmingham. The store took the 
lower half-page, and eight of 
their suppliers took six-inch 
doubles, each following the same 
style of wording, which was a 
play on one of the store’s slogans, 
e.g., “Fancy Thrussells without 
Clydella.” Mundy, Gilbert & 
Troman, of Birmingham, were 
the agents. 

. * - 


SO MANY examples of out- 


standing newspaper enterprise are 
brought to my notice that it is 
impossible to discuss them all in 
here 


detail. Briefly. are ‘some 


that came in recently: the Kent 
and Sussex Courier's four-page 
motoring supplement, which 
carried 446 column inches of 
display and 242 inches of 
classified advertising; the Lin- 
colnshire Standard’s seven special 
pages devoted to the Lincolnshire 
Agricultural Show, which gave 
the paper its first 22-page issue 
since 1939; and the way in which 
that famous. old-timer, the 
Dumfries & Galloway Standard, 
continues to expand its classified 
and small display spaces and 
which, incidentally, sets a very 
high standard in thoughtful and 
stimulating leader writing. 
Promoting thrift 

Simpwicity pays off. That is 
the conclusion one may draw 
from the Whitley Bay & District 
Weekly Guardian's recent alpha- 
betical composite. Headed “The 
ABC to Save Your £.S.D.,.” it 
consisted of a whole-page divided 
into 26 equal spaces ranging 
from “A for Auto Services” to 
“Z for Zodiac.” 

“The appeal of simplicity,” 
the Guardian's advertisement 
department, “turned out to be 
widespread and the ABC part- 
cipants were, with two excep- 
tions, immediately agreeable to a 
couple of repeats.” 


says 


- * ~ 
ANYTHING WHICH spans the 
distance between news of the 


wider world and the affairs of the 
local high street is surely to be 
given due attention in the local 
newspaper. Is enough attention 
paid to the matter, however? 

Take the case of the now 
famous Bulganin and Krushchev 
visit to this country earlier 
in the year. It was big news 
indeed. Most of the national 
papers were full of it for weeks, 
and they were lucky, because it 
was national news and therefore 
merited their coverage. But how 
many local papers who found 
themselves with the two Soviet 
leaders within their circulation 
areas had the initiative to use the 
advent to build up a really fine 
feature bound to produce con- 
siderable interest among their 
readers? 

Well I know one local paper 
that did feature the B and K 
circus in a very big way—the 
“Kentish Mercury.” A front 
page lead story resulting from 
interviews with residents in the 
district who wished to put per- 
tinent questions to the two 
Soviet statesmen was printed 
in full. 

But that was not all. The 
editorial staff of the paper also 
went to the trouble of having a 
special front page box convey- 
ing a message of welcome—in 
Russian. 
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Anything to do with films and 
their making is exciting! We 
recommend your seeing The 
Observer Film Exhibition, Tra- 
falgar Square, London. It’s 
good; very good, and full of 
surprises. You will be intrigued 
by the giant photomurals ; one 
is 50 ft. long, and there are 
others which cover the four 
walls of the huge British Room, 
forming a film set. Hans Wild 
took the pictures. Autotype, 
the specialists, made the photo- 
murals. Another example to 
show what Autotype can do. 
In case you should imagine we 
handle only giant enlargements 
we hasten to add that our 
‘bread and butter’ work is the 
making of smaller ones, and 
transparencies, in black and 
white or colours—as used in 
advertising, display, and trade 
exhibitions. Try us, you'll never 
regret it. 


More and more exciting photomurals by Autotype . . 
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The Thames and Tower Bridge brought to Trafalgar Square! One of the 50 ft long photomurals at the exhibition. 


MOST of the really good 
enlargements are made by 


AUTOTYPE 


AUTOTYPE COMPANY LIMITED. BROWNLOW ROAD. WEST EALING, LONDON, W. 13 EALing 2691-2-3 


The Ottawa Journal 


D. A. GOODALL L” 


as U.K. Advertisement Representatives 


is pleased to announce 


the appointment of 


lla 


CURZON STREET. 


LONDON, W.1. 


Telephone No: GROsvenor 7350 
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REVIEW OF POSTER ADVERTISING 


it comes to— 


HEN asked to design a 

poster in three colours, 
the young artist is inclined to 
think, if not actually say, “Pity 
we cannot go to four colours 
and make a job of it.” 

His reaction is understandable. 
if a little immature. More 
colours, more scope—or so he 


feels; even if the fourth colour 
is used only 


as an unexpected 
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PRINCIPAL 


Looking at the new posters, STUART 
LEWIS concludes that when 


a long way 


FAST DIESEL AUTORAIL TRAIN 


TEMPLE BAR 2468 
BRANCHES. 


Colour —a little goes 


contrast or “discord” to the 
rest. 

What he may not realise is 
that to design an_ original 


poster in six or eight colours, 
difficult as it-is, is just as hard 
as designing a poster in three. 
For, very often, where colours 
are concerned, the more is not 
the merrier but merely the 
muddier or more muddled. 

The recent Milk poster (“Milk 


This new _ poster 
issued by the South- 
ern Region of Brit- 


ish Railways and 

designed by Lan- 

der, draws com- 

pelling attention to 

the speed with 

which one can get 

Cnr to Switzerland, 
ces Another in the 
eal same style deals 


with travel to Paris. 


The new = Stork 
margarine poster 
shows a_ large-size 
in housewives in a 
head-patting mood. 


puts spring into your step”) was 
extremely effective in an unassum- 
ing, almost naive way. It 
showed a small prancing cow 
with the words displayed in 
jumpy lettering beneath, and it 
was designed in green and yellow. 

This was not a great poster, 
but it was simple, visible and 
memorable. Above all, it plainly 
demonstrated that something 
pretty good can be done with 
two colours only. 

If you wish to see a masterly 
use of three colours, take a good 
look at the London Transport 
poster the design of which con- 
sists mainly of museum pottery 
treated in the modern manner. 
Although the Greek influence is 


clearly there, close examination 
reveals the London’ Transport 
symbol creeping round one of 


the vases in the form of a freize. 


Economy of colour 


Even closer examination is re- 
quired in order to discover that 
this poster is designed in three 
colours. 

Unlike most London Transport 
posters, this one does not carry 
the copy at its base, in the last 
10 or 12 inches. The words 
appear on a small white panel, 
roughly half way up the poster 
and carefully integrated with the 
rest of the design. 

Whether or not this is a good 
idea | am not quite sure. The 
subject of the poster is London’s 
museums and art galleries—as 
one finds out only when one 


MANCHESTER 


112 HIGH HOLBORN, W.C.1. 
BIRMINGHAM 


LEEDS 


G.L. McLELLAN- DIRECTOR 


WATFORD 


reads the words. 


True enough, 
itself says “ancient 
subject likely to 
appeal to some museum fans. 
But the aim of the poster is to 
attract new visitors, or at least 
to have them ask for a leaflet. 
The copy begins: “When did 
you last see a Velasquez or 
Magna Carta?” A good opening 
and | would not quarrel with its 
apparent lack of liaison with the 
@ Continued on page 48 


the design 
pottery.” a 


“Ingenious, to say the least,” is 
how Stuart Lewis has described 
this new London Transport poster. 
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SOUTH COAST 
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IILIIL ISIS 
Cimes Feataishing 


WH 


Our recently completed, fully visual system 


for the planning, servicing and checking of 
all Outdoor Advertising operations is based 
on 67 years of practical experience. It is 
designed to cope successfully with the ever 
increasing demands of today and tomorrow 
—and so to maintain the high standards of 
efficient service, always associated with our 
name in the Outdoor Advertising field. 
May we show you how we do it? 


% 


WALTER HILL & CO., LTD. 


OUTDOOR ADVERTISING AGENTS 
67-69-71 Southampton Row, LONDON, W.C.1 


Telephone : MUSEUM 8701 (¢ lines) 


VL: IIIA ALIS 
Go to 
Sheldons.. to find out 


| if Poster Advertising offers 
you an opportunity for 


increasing your Sales. 


Give them the fullest particulars of 
your product, your production capa- 
city and selling aim and they will give 
you the benefit of their 116 years ex- 
perience. A trial campaign in a 
selected area can be undertaken at a 
very low cost and Sheldons would only 
advise this if satisfied that there was 
a fair chance of 
success. 


FOR RATE CARD RING WATerloo 3388 (20 lines) 


Furnishing World 


The leading Weekly Journal of the Furniture and Furnishing Trades 
MERCURY HOUSE, 109/119 WATERLOO ROAD, LONDON, 8.E.1 
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WHEN IN 


BIRMINGHAM 


YOU MUST SEE 


heffields 


POSTER SITES 


3.000 POSTER SITES 
with complete Ne ; 


Manchester Poster Sordi Ltd 


27:29:31 Bootle Street, Deansgate, Manchester 2 


oxet 


100% ‘‘Dry Brush” Service 


for your posters in 


N. & N.W. London 


HARROW BILLPOSTING 


PADDINGTON 0186/7 


37 SPRING STREET, W.2 
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An ingenious poster with 


This Heinz salad 
cream poster has 
appealed to Stuart 
Lewis. Designed 
by Young & Rubi- 
cam Ltd. (the artist 
was Geoffrey Sal- 
ter), it is one of a 
series being  pre- 
pared on different 
Heinz varieties for 
nation-wide  distri- 
bution. The theme 
integrates with that 
used by Heinz for 
press and television 
advertising. 


visual presentation. It goes on 
to say that London Transport 
have prepared this leaflet on 
museums and art galleries “to 
help you discover or reawaken 
your own particular interest.” 
Would it not have been 
better to give a little more 
emphasis to this offer in order 
to get more requests for leaf- 
lets? That surely was the ob- 
ject of the exercise. 


Use of montage 


The latest Henrion design for 
London Transport is ingenious 
to say the least. It illustrates a 
rhyme and a short piece of copy, 
both written in pidgin Anglo- 
French. What the designer has 
produced is a clever—perhaps too 
clever—montage of authentic en- 
gravings of the urban scene. 
Sprouting up the centre of the 
poster is the Eiffel Tower, upside 


pidgin-type message 


down, with its “legs” forming the 
upstretched arms of a man. 

Make no mistake: this is an 

extremely ingenious design. 
Nevertheless my vague refer- 
ence to the “urban scene” was 
quite deliberate. The large en- 
graving which forms the back- 
ground of the poster is also 
upside down; and I could not 
therefore be quite sure whether 
it depicted London, Paris or 
who-knows-where. If one sees 
a picture printed upside down 
in a newspaper one can invert 
the newspaper and find out 
what it's all about. But in the 
entrance to an Underground 
station one cannot easily stand 
on one's head. 

It is a foreign fallacy that 
everyone in this country loves 
animals. It is just as fallacious 
as the British theory, so often 

@ Continued on page 49 


This animated neon sign for Ekco has recently made its appearance 
on a prominent site in London's Piccadilly Circus. 


The company’s 


radio, heating, plastics, and television products are announced, and 


the big name capitals ensure that the sign stands out amid many others. 
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Cat and 
sauce 


This highly mascu- 

line poster for 

cravats was de- : a 
signed by W. S. 
Crawford Ltd. for 
their clients Tootal 
Broadhurst Lee & 
Co. Ltd. The fin- 
ished art work of 
the figure was exe- 
cuted by Brian 
Robb. The poster 
is something of a | 
new departure in ; 
Tootal mural ad- 
vertising and does 

a selling job while 


other Tootal pos- ; 
ters are more insti- g “A 
tutional. 
ot ee 
proved false, that all French 
women are easy prey. 


Yet there are certain animals, 
such as cats and dogs, which tend 
to hold their British owners in 
slavery. That is why, in adver- 
tising and journalism, cats and 
dogs run second only to bosoms 
and babies. For that reason 
there is little doubt that the 
soppy, mock-Landseer dog hold- 
ing his master’s slipper—to be 
seen on the hoardings now—will 
appeal very strongly to tens of 
thousands of Englishmen. The 
advertised product is Wills’ Gold 
Flake and in the slipper is the 
famous yellow packet. 

In the same way I feel that the 
frustrated Cecil 


Aldin-type dog, 
paws on table, gazing at an 
empty plate (“Everything goes 
with HP Sauce’) must have a 


pretty large and adoring public. 

But what about the Kit-E-Kat 
cats—those bizarre creatures with 
the glaring eyes? I wonder. 

Do they appeal so strongly as 
the realistic Siamese in the Kit 
Kat posters? Certainly they are 
far more distinctive, possibly un- 
forgettable. Perhaps the answer 
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dog posters for 
and tobacco 


Nsust the job with an 
open-neck shirt .. . 


is—as it so often is—that one 
cannot have it all ways. Perhaps 
the sort of image which stirs the 
emotions at a casual glance does 
not necessarily stick in the mind. 

If | were advertising a cat or 
dog food I would not use draw- 
ings, either realistic or quaint. I 
would rely on the camera to 
produce the very essence of cat 
or dog and express the animal in 
terms which every owner knows. 

* * * 

A bouquet must go to Heinz 
for eschewing the animated salad, 
which has now become rather 
limp. They show a _ breezy 
cartoon-style housewife, non- 
chalantly resting her elbow on a 
giant bottle of salad cream. 
Headline: “You and Heinz to- 
gether make salads really some- 
thing!” 

And one must also pass along 
an Oscar to MGM for arrang- 


ing their international film poster — 


contest. Film posters, as I have 
often said, have been steadily im- 


proving in the past few years. | 
contest should help to 


This 
accelerate the process.—See page 
5 for details. 


The facsimile of the Macleans toothpaste tube is 114 feet long and, | 


in shaped Perspex, forms part of the Claudgen neon lighting round 
the Brentford, Middlesex, factory. ' 
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IN LANCASHIRE 


. . Yreeming with “well-paid 
buyers ; compact ; maximum 
Sales outlets ; economical de- 
ivery journeys ; complete 
Poster coverage to ensure quick 
returns is guaranteed by_t 
Members of the 


& THE NORTH WEST 

* DEAL POSTER AREA 

LANCASHIRE & NORTH WESTERN 
Poster Advertising Assocration 


a@ group of nine 
influential re 


A.B.C. NET SALES 


120.911 


LONDON: E.W. PLAYER LTD., 30, FLEET ST., EC4. 


Technical articles of real interest to engin- 
eers and executives appear regularly in 
Mechanical World. If your products appeal 
to the Engineering Industry, send for free 
specimen copy and rate card. 


=Mechanieal World 


a ANG ENCINEE RING RECORD 


Published monthly in London and Manchester 


Emmott & Co. Ltd., 31 King Street West, Manchester 3 
London Office: 50 Temple Chambers, Temple Avenue, E.C.4 
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Boom conditions—and intense 
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competition—continue in Switzerland. 
Standards are high and— 


Top level advertising is 


needed for 


HE annual Swiss Industries 

Fair which recently took 
place in Basle was an impres- 
sive show of various branches 
of Switzerland’s industries. 


Many businessmen from Britain 
and other countries attended and 
firms from 17 industries exhibited 
their products. The success of the 
event can be seen from the fact 
that the number of exhibitors has 
more than doubled from 1,135 
exhibitors in 1939 to 2,566 exhibi- 
tors this year. At many a stand 
one could see the figure “40” 
indicating that the firm have been 
exhibiting ever since the first fair. 


Boom in process 


Swiss industries (with the excep- 
tion of some textile enterprises) 
are experiencing a boom and their 
order books guarantee full em- 
ployment for a long time to come. 
In fact, the production capacity 
is limited by a_ shortage of 


the week, material is 


being plastic bound. 
attractive, but 


expert quality 


In every Advertising Agency, 
Advertisement Department, every day of 


would be made vastly more attractive by 


much easier to handle. 


this market 


million—which shows the very 
high rate of British trade with 
that country per capita of the 
Swiss population. 

The other significant feature is 
the diversification of trade in both 
directions which includes imports 
and exports of capital goods, raw 
materials, semi - manufactured 
products and consumer goods. 
These reasons explain the interest 
shown by British businessmen in 
this Swiss Industries Fair. 

The associations of several 
textile industries had joint exhibits 
named “Creation.” The Zurich 


FOSYS OV 
_ SWITZERLAND 


workers which 
alleviated by 
foreign workers. 
While in many cases Swiss 
industries are competing with 
Britain, the trade between the two 
countries has been maintained on 
a high level. During 1955 
British imports from Switzerland 
were valued at £28,830,762 and 
British exports to Switzerland— 


is only partly 
employment of 


£26,645,515. In addition, British 
re-exports to Switzerland 
amounted to the value of 
£2,408,062. In order to put the 


importance of trade between the 
two countries into a proper 
perspective it is important to con- 
sider, that the total population of 
Switzerland is less than five 


in every 


produced which 


Not only more 


silk industry exhibited under the 
slogan “There is nothing so beau- 
tiful as pure silk,” and the Swiss 
fashion industries had a _ very 
tasteful exhibition under the 
slogan “Madame-Monsieur.” 
There were important exhibits 
by firms in the power engine field 
and a number of wood working 
and textile machines were shown 
in operation. The machine tool 
industry did not exhibit this year 
but intend to do so in 1958. 


First class standards 


Anyone’ contemplating the 
development of trade in_ the 
Swiss market should be fully 


appreciative of the fact that the 
prevailing standards of publicity, 
advertising, business correspon- 
dence, styling, presentation, 
packaging and finish are of the 
highest. Moreover, as a recent 
report from the Board of Trade 
(titled How To Sell Through 
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Sie méchten 
so gern 
schiank sein! 


IHRE FIGUR KANN AUF 
BESTELLUNG GESCHAIFEN 
4 7 - be 


slenderella 


ce ne Emer ppaeer 


Oe ee 


Swiss interest in slimming pro- 
cesses has been stimulated re- 
cently because of the advertising 
campaign operated by the Ameri- 
can firm of Slenderella Inter- 
national. As in the United States, 
“slenderising salons’ are being 
established to give advice on the 
system. 


Swiss Agents) has pointed out, 

Swiss forwarding companies are 

efficient and with their offices in 

London, can be of the greatest 

help to British exporters on all 

questions of payment, insurance, 
@ Continued on page 5! 


plastic binding 


model 12-D 


Punching and Bind- 


Reference material cries out to be plastic 
bound. 

Thanks to the G.B.C. system of punching 
and binding, you can now deal, in your own 
office, with unskilled labour, with Space 
Schedules, Copy Schedules, Market Reports, 
Statistical Analyses, Specimen Advertise- 
ments, Testimonials, etc., etc. 

The binding material is available in twelve 
wide size diameter and eight narrow, and 
three colours—red, green and blue—and 
in white and black. 

Clients feel that material presented to them 
in this modern form is “bound to succeed”’. 


ing Machine. 


OTHER MODELS 
AVAILABLE FOR 
EVERY SIZE 
OPERATION. 


WRITE TODAY FOR FULL DETAILS 
GENERAL BINDING COMPANY LIMITED, | NEW BURLINGTON STREET, LONDON, W.1 
Telephone: REGent 6568/9 
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RIMARILY n= agricul- 

tural country with a popu- 
lation of 44 million, mostly 
peasants, there are in Cam- 
bodia opportunities for increas- 
ing the volume of trade with 
the United Kingdom. 

That is the view of the Board 
of Trade, who have lately re- 
leased a report from the com- 
mercial section of the British 
Embassy in Saigon. 

Visits of UK _ businessmen, 
particularly those resident in the 
Far East, are naturally by far 
the best way of breaking this 
comparatively new ground, it is 
stated. Visitors who speak 
French or Chinese (Cantonese or 
Swatow) wil! find this an advan- 
tage, although there are a few 
Phnom Penh firms in which Eng- 
lish is understood. Phnom Penh 
can be reached easily by air from 
Saigon or Bangkok. 


Development of economy 


A two-year development plan 
has been drawn up by the Cam- 
bodian government which pro- 
vides for the expenditure of the 
equivalent of £35 million, much 
of which will come from United 
States and French aid, on re- 
search and development in agri- 
culture, forestry and fisheries, 
irrigation, the development of 
port, road, railway and tourist 
facilities, including hotels, the 
improvement of airfields and 
the construction of schools. 


The plan also provides for 
the construction of a road 
linking Phnom Penh with 


the new port of Kompong Sam 
(as well as a preliminary study 
of a proposal for a railway be- 
tween the same two places) and 
for the renovation and improve- 
ment of existing telephone and 
telegraph facilities and the con- 
struction of new ones. 
Correspondence should be by 
air mail and preferably in 
French. When writing, it is essen- 


Openings for 
UK trade 
in Cambodia 


tial to give precise details of the 
goods offered and to quote 
prices, or at least specimen 
prices. These must be competi- 
tive. Prices should be F.O.B. 
and C, & F. Phnom Penh in 
US dollars. The requirement 
that quotations should be in the 
form of certified pro-forma in- 
voices is under review. Such in- 
voices should, however, be sup- 
plied quickly if required. 


To promote sales of their concen- 
trated lemonade and limeade in 
stores, the ReaLemon-Puritan Co.., 


of Chicago, have developed 

“Lennie the ReaLemquin,” seen 

here with a special promotion 
counter assistant. 


FOCUS ON SWITZERLAND—continued 


routeing, Swiss customs and so 
on, 

Some 72 per cent of the popu- 
lation speak Swiss-German, 21 
per cent French and five per cent 
Italian. Swiss-German business- 
men handle French more readily 
than Swiss-French handle Ger- 
man, but members of both lan- 
guage groups can arrange to 
cover the whole country without 
difficulty. There are very few 
agents for British firms in Italian 
Switzerland. 


Distribution of people 


The largest town is Zurich, 
with 400,000 people and over 60 
per cent of agents for British 
companies are in the Zurich con- 
sular district. Swiss heavy indus- 
try is concentrated in the Zurich- 
Baden - Schaffhausen - Winter- 
thur area, and textiles between 
Zurich and St. Gallen. Berne, 


Basle and Geneva each have 
between 
people. 


150,000 and 
Berne is the 


200,000 
Federal 


capital, Basle the Swiss Rhine 
port, with an important chemical 
and pharmaceutical industry, 
and Geneva the leading town of 
French Switzerland. 

Certain categories of United 
Kingdom goods are sold in Swit- 
zerland without the help of an 
agent. In general, these are 
goods which do not require after- 
sales service, wide canvassing, ad- 
vertising or other activities on the 
spot. Department or chain stores 
often buy direct from the British 
supplier via their buyers or a 
buying house in the UK. There 
is some mail order business in 
small articles. 

Instead of an official agent, a 
UK supplier may appoint distri- 
butors in various parts of the 
country. On this subject the 
Board of Trade report has this 
to comment: “Such an arrange- 
ment can work but only if the 
distributors co-operate and do 
not invade each other's territory. 
This is not easy to ensure in such 


a small country.’ 
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When it comes to 
reminder 
advertising... 
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gladly given—because an “> 
attractive Redfern Advertising on 
Rubber Mat becomes part of the Wy, 
furnishings of a well-equipped shop. <= 
Redfern Advertising Rubber Mats can 
incorporate your trade name, mark or slogan 

in any combination of colours. Many of the 
largest and most experienced advertisers regularly 


a 
heat 
2) 


distribute thousands of these acceptable advertising tf) 
reminders. 


oy 
DOOR MATS . FLOOR MATS 
COIN MATS . DARTS MATS = 

BOWLS MATS 


— Write for folder amusingly illustrated 
by EMETT. It gives complete details 
and examples in colour of these permanent 
point-of-sale reminders. Perhaps they could 
help to solve your sales problem. 


NATIONAL ADVERTISERS’ DIVISION 
REDFERN’S RUBBER WORKS LIMITED 
HYDE, CHESHIRE 
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PROVE IT WITH THE ‘WINDOW TEST" 


Blue Daz boils” 


3 whitest of all 
THIS WAS A CARLTON PHOTOGRAPH 


NATIONAL PRESS ADVERTISEMENT 
AGENCY: Lambe & Robinson Limited 


ART DIRECTION: Gordon Griffiths 


ADVERTISER: Thos. Hedley & Co. Limited 
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THE GRAPHIC ARTS 


—a weekly news survey 


Linofilm system to be 
field-tested in U.S. 


The Linofilm photocom 


posing system will undergo “field-testing” 


under production conditions in the US late this summer. ~ 

Consisting of a keyboard unit, a photographic unit, and certain 
auxiliary equipment for corrections and make-up, the system is being 
produced by the Mergenthaler Linotype Company of New York, 
with which is associated Linotype & Machinery Ltd., of Great Britain. 
The equipment is likely to be in Britain by 1958. 


Screen printers to 


meet in Holland 


A number of British screen 
printers are expected to attend a 
European convention to be held, 
under the auspices of the Nether- 
lands Association of Screen 
Printers, at Amsterdam on Sep- 
tember 10-12. 

In addition to an international 
exhibition of screen printing, 
there will be a series of lectures 
dealing with aspects of screen 
printing from the point of view 
of the producer, the technician, 
and the print-buyer. 

Information and _ registration 
forms may be obtained from the 
Netherlands Association of 
Screen *Printers, Van Eeghen- 
straat 70, Amsterdam. 


The social round 


_Hunt balls, theatrical first 
nights, winter sports, horse shows, 
Ascot, the Eton v. Harrow cricket 
match, Henley, Cowes, and “The 
Twelfth” are the subjects of brief 
lighthearted articles in The Social 
Roundabout, a brochure which 
T. B. Bfowne Ltd. have pro- 
duced for their clients, Moss 
Bros. 

There are many drawings in 
black-and-white and in colour; 
and the semi-stiff green cover 
carries a number of small colour 
drawings of sports and social 
occasions, 


Need for more 


print teachers 


Additional teachers are needed 
at the London School of Printing 
and Graphic Arts to permit re- 
adjustments of the curriculum. 
London County Council is there- 
fore proposing to increase the 
number of full-time teachers from 
next September by two lecturers 
and four assistant teachers. Cost 
will be £4,465 a year. 


New information has been 
received in this country of the 
components of the Linofilm 
system. It is now known that the 
photographic unit, fed with tape 
from the keyboard unit, produces 
photocomposed film at a _ sus- 
tained speed of 15 newspaper 
column lines a minute—compared 
with a maximum of 12 lines on 
any current typesetting equip- 
ment. 

The keyboard unit, comprising 
an electric typewriter, a computer, 
and a tape perforator, produces 
a typed page for immediate 
proof-reading and a punched tape 
to be fed into the photographic 
unit. 

This tape bears in code the 
original copy, all typeface 
specifications, and _ instructions 
for justification. Justification is 
completely automatic, space dis- 
tribution being between words. 

Means are available, however, 
not only to letter-space but also 
to subtract from the normal white 
space between such letters as 
capitals “AW.” Full kerning is 
possible. 

The Linofilm method of 
making corrections is semi-auto- 
matic. Corrected lines are trans- 
ferred into the composed galley 
by an automatic device incor- 
porating a precision guillotine 
and welder. 

The making-up of galleys into 
“originals” for platemaking is 
performed by a new optical 
device which employs a working 
surface the size of a full news- 
paper page. 

This device can enlarge or 
reduce photo-set matter in the 
range of 4- to 108-points and can 
place single lines or blocks of 
lines on sensitised film or paper 
exactly as specified in a layout 
of up to 96 picas wide and of any 
depth. 

The Linofilm is said to repre- 
sent the world’s first complete 
photocomposing system covering 
the whole process from copy to 
platemaking “original.” 


“CONS Gia. Lach} 


Stephenson Blake & Co., Ltd., have added Consort Light to their range of type-faces. It follows the 
recent revival of a successful nineteenth-century Egyptian re-named Consort. The example above 
is set in 30 point caps. It is available in seven sizes between 6 pt. and 30 pt. 
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The new trolley service menus for the Oxford Corner House, designed by 

the design department of J. Lyons & Co. A break-away from the conven- 

tional menu style has been attempted by the unorthodox proportions. The 

menu is printed on heavy card in fow —- half-tones, and subsequently 
glazed. 


U.S. swing to litho continues— 
but trend is slow 


A. W. Brown, letterpress direc- 
tor of Brown Knight & Truscott 
Ltd., recently returned from a 
visit to the United States. He was 
there for five weeks, and his visit 
related to the future letterpress 
printing developments of his 
company. 

Among the cities he visited 
were Buffalo, Cleveland, Chicago, 
Crawfordsville, Kingsport, Wash- 
ington, Philadelphia, Hartford 
and New York. 

On his return he told ADVER- 
TISER’S WEEKLY that while the 
US printing industry had enjoyed 
a very great prosperity since the 
war, there was still intense com- 
petition within it. 

Competition between the large 
firms for the national magazine 
contracts was very severe and 
great sums of money had been in- 
vested in specialised plant to 
cope efficiently with these publi- 
cations, he said. 


Triple shift working 


Plant of this sort, however, 
once installed was allowed very 
little rest and with the exception 
of some of the plants in the East, 
triple shift working was the 
normal order of the day. Even 
the women in these plants were 
required to work round the clock 
in order to staff these large and 
expensive machines. 

Outputs in terms of sheets or 
copies per man hour were in 
every case definitely high, but so 
was the individual earning of the 
employee. 

Outside the full rotary press 
field on which many of the 
national magazines were run, one 
could not help but notice, said 


| Mr. Brown, the trend in sheet fed 
| machinery. Here the emphasis 
was on presses printing a much 
larger sheet size than is usual in 
this country. In the factories of 
two major press manufacturers 
the only presses which were seen 
in any quantity production were 
in each case 76 inch five-colour 
units. 

Offset sheet fed units were de- 
finitely more in evidence than 
letterpress, but the letterpress 
units were still very much in de- 
mand. The salient point, how- 
ever, was that the press of the 
moment was the 76 inch five- 
colour unit. 


Growth of offset 


The swing to lithography from 
letterpress was definitely con- 
tinuing, but was tending to be 
slow, he added. It was thought 
that the reason for this was that 
offset had had such a rapid 
growth since the war and the 
demand for litho men had been 
so great that the lithographer was 
in danger of pricing himself out 
of the market. 

It was for this reason that both 
letterpress and litho houses— 
and there were now many more 
of these dual houses—were look- 
ing at the possibilities of the Dow 
Etch process which might pro- 
duce a means of printing which 
had the advantages of both letter- 
press and lithography without all 
the disadvantages of either. 

On the jobbing side of the in- 
dustry, particularly in the East, 
the general pace was “exceed- 
ingly brisk” and conditions of 
intense competition were in 
evidence. 

It was noticed, however, that 
the houses doing this class of 
work tended to be very much 
more specialised, and it was the 
normal practice for one individual 
firm to do only typesetting, 
machining or even only the finish- 
ing processes such as folding, 


binding, etc. 
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I'VE A NOTION 

for promotion that 
mesmerises- 

tantilises- 

advertises- 

ROTAIRises- 

turns their eyeses- 
makes them buyses- 

Hang it! originises from 


The Miles Griffin Co.Ltd., 


4, Seaton Place, 
Hampstead Road, 
London, N.W.1. 
EUSton 7411 


| Co. Lid., 


A NOTABLE cricketer has been 
promoted to the board of Time-Life 
International in the person of 
Lt. Col. J. W. A. Stephenson. Dur- 
ing the period 1934-8 he played for 
Essex, the Army, and the Gentle- 
men. Now, at 49 (how are the 
mighty fallen!) his cricket is limited 
more or less to various “fathers’ 
matches,” and the Two Freds match 
in which he captained last year's 
Press and Print side. 

A regular soldier from 1928 until 
the end of the war, Col. Stephenson 
forsook soldiering in 1946 to join 
the personnel and welfare depart- 
ment of Richard Thomas & Bald- 
wins. In 1949 he moved to the 
advertisement side of Picture Post; 
and four years later he joined Life, 
and is now in the advertising sales 
department. 


Day off in Leeds 


"TELEVISION director, John 
Sharman-Walker, who _ recently 
joined Auger & Turner Ltd., has 
has been reviving memories of his 
early experience with Nevin D. 
Hirst Ltd. (Leeds). Because of his 
Yorkshire background Mr. Shar- 
man-Walker produces a monthly 
three-minute feature about York- 
shire for the BBC Children’s TV. 

Last Saturday he spent his day 
off on a hurried visit to Leeds to 
introduce a crowd of schoolchildren 
from West Park County School, 
Leeds, to Australian cricket skipper 
lan Johnson, Peter May and Sir 
Len Hutton, who gave the boys a 
cricket talk and demonstration to 
compensate for the Test day wash- 
out. 

Cricket enthusiast 12-year-old 
Robin Jackson, of Hendon, who 
queued outside Lord’s for hours to 
watch the second Test went up to 
Leeds with Mr. Sharman-Walker 
and will be seen shaking hands with 
Sir Len when the show is televised 
this Sunday. 


* * * 


Q@NE of the most experienced 
radio men in Britain's colonies. is 
due to arrive in London shortly, 


Stanley Fass, chairman of Decorama 
Ltd., display and shopfitting con- 
trac tors, and his wife leaving for the 
Royal Garden Party at Buckingham 
Palace recently. He is also manag- 
ing director of Crondale Furniture 
kitchen furniture manu- 
facturers. 


COUNTY CRICKETER STEPHENSON 
JOINS ‘TIME-LIFE) BOARD 


on his yearly visit from Bermuda. 
He is Walt Staskow, general man- 
ager of ZBM Radio Bermuda, an 
associate station of the Overseas 
Rediffusion Group. ZBM_ now 
operate two commercial services, 

Under his direction ZBM do 
regular surveys of audience habits 
in Bermuda which provide adver- 
tisers with useful marketing infor- 
mation. These surveys have revealed 
that the average number of listen- 
ing hours per person per week is 
44, that there is one radio set to 
every two people, that there is a 
ready market for British products 
because of high-income tourists, 
resident buying power and so on. 
1955 imports from the UK stood 
at about £2,500,000. 


* 7 * 


A DOUBLE success by the 
Rumble, Crowther & Nicholas Ltd. 
studio has been scored at the Ex- 
hibition of the Society of Graphic 
Artists: a pastel by Cyril Barnes 
and a lithograph by “Dickie” Bird 
have both been accepted for exhibi- 
tion. 


Daughter starts 
in publicity 


Ww HEN Thrussells opened their 
new Birmingham store the other 
day, an im- 
portant part 
in the pro- 
ceedings was 
played by a 
34 - year - old 
girl, whose 
picture 
appeared in 
both the even- 
ing papers. 
As her 
mother, Mrs 
e Freeman( Miss 
Whit- 
me taker) is an 
- account exe- 
cutive with 
Mundy, Gil- 
bert & Troman 
mother and daughter are well and 
truly in the publicity game together. 
Indeed little Jane’s first publicity 
appearance occurred when she was 
only 18 months old. 


Miss J. B. Whittaker 


Much travelled 


ONE of the most travelled of 
advertising men in recent months 
must be 35-year-old Alan Jefferson 
of Samson Clark & Co., Ltd. For 
preliminary talks in connection with 
the recently formed UEA he flew 
to Vienna (twice), Dusseldorf, Ham- 
burg, Copenhagen, Malmo, Frank- 
furt, Munich and Paris—all within 
a space of two weeks. Alan reckons 
he flew just over 4,000 miles. 


His wife, Joan, who is expecting 
her first child this month, was Joan 
Bailey, the actress, before she mar- 
ried last July, 


The Jeffersons, who live in a 


Kensington Mews flat, breed bud- 
gerigars for a hobby. 


Juty 20, 1956 


Apparently the law caught up with 
R. Trevor Harris (chairman, Pub 


licity Club of London), when 
holidaying in Spain! 
* * * 


Press officer for 
34 journals 


WHEN the British Plastic Exhibi- 
tion and Convention opens at 
Olympia next year it will, for the first 
time, be international in character. 

The press 
arrangements 
have been 
taken over by 
Maurice 
J. Seymour, 
who is respon- 
sible on the 
press side for 
the huge Me- 
chanical 
Handling Ex- 
hibition and 
Convention, 
the National 
Poultry Show, 
National Ex- 
hibition of 
Cage Birdsand 
Aquaria, Pro- 
fessional Nurses and Midwives Con- 
ference and London Nursing Exhibi- 
tion, and the National Power Farm- 
ing ‘Conference—all of them organ- 
ised by Iliffe journals. 


lliffe have 34 technical, trade, and 
specialised journals—and Mr _ Sey- 
mour handles press relations for all 
of them. 


‘Double-lifer’ 


CONGRATULATIONS to _ that 
well known doublelifer, Farmer 
Cecil Notley, on winning the 
supreme dairy championship at the 
Kent County Agricultural Show 
with his nine-year-old Jersey cow 
called (believe it or notley) Nes 
Nimes Dainty. 


Which js his Jekyll capacity and 
which his Hyde one, I don’t profess 
to know; but it is quite obvious 
that Mr. Notley is just as good at 
farming his 180 acres at Buxted. 
Sussex, as at running his advertising 
agency in Mayfair. 


CONTACT 


Maurice Seymour 


WEEK'S WISECRACK 


~ 


“Now, no plagiarism, Cur- 
ruthers. Let’s have ‘Get 
that Krushchev feeling’ as 
the new brandy slogan.” 
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PUBLICATIONS IN THE NEWS 


Lyons’ link with 
‘Express Weekly’ 


In various seaside resorts around 
the country children seen carrying 
a copy of Express Weekly will be 
given a voucher by an Express man 
which will enable them to obtain 
a Lyons ice cream free of charge. 

* * * 

With effect from its August issue, 
East Anglian Magazine is to be 
increased in price from ts. 6d, to 
ls. 9d. Petroleum Times has in- 
creased its price from 3s. to 4s. 

* * *x 
E. Stenfort Kroese NV, 
Leiden, Holland, are the publishers 
of Gazette, an international journal 
of the science of the press. It is 
published quarterly at an annual 
subscription rate of fi. 15,50 post 
free (for Holland fi. 14,50 post free). 
Each number consists of 64 pages. 

- * ” 


About 50 of the regular readers 
of the Sussex County Magazine 
have formed an association in an 
endeavour to ensure the survival of 
this periodical, which—unless this 
effort succeeds—will come to the 
end of its 30' years’ existence with 
this month’s issue. 

+ * ~ 

Housewife for August has a 
special eight-page supplement: ‘35 
Ways to Enjoy the Sun.” Publicity 
support for this issue includes 
banners and window displays. 


The 1956-57 Sports Argus Football 
Annual has been published by the 
Birmingham Gazette and Despatch 
Ltd. It is edited by R. Haynes, 
editor of the Sports Argus, and 
costs Is. 6d. The annual contains 
league tables for 1955-56, fixtures 
for the coming season, biographies 
of Midland players and many other 
facts and figures of interest to foot- 
ball fans. 

* 


* * 

The August issue of Lilliput, 
which will contain a free 16-page 
booklet on “Beauty Off Duty,” will 
be supported by banners, window 
displays, D/C bills and showcards. 

* * * 

Cleaning and Maintenance is 
running a competition to discover 
the “Factory of the Year’ which 
rates highest for cleanliness and for 
the organisation of all cleaning and 
maintenance work. 

* * * 

Autosport is reporting on the 
Le Mans classic as, | 28-29) in 
three special issues he issue of 
July 27 will contain a preview, the 
August 3 issue will contain a fully 
illustrated report of the event, and 
the August 10 issue will give an 
analysis = the race. 

* * 

Publicity posters “which exploit 
sex and sadism beyond the bounds 
of good taste”’ will be criticised in 
next —_ Picturegoer. 

* 


* 

Harry Hopkins will outline in 
John Bull next week the oppor- 
tunities and the training provided 
for youngsters by Britain’s Atomic 
Energy Authority. 


TELEVISION 


LIMITED 
Directors; GRAHAM ROE, DEREK J. ROE 


LONDON 


73 GROSVENOR STREET, 
LONDON, W.1 
Telephone : 
GROsvenor 8228 


20 ST. ANN’S SQUARE, 
MANCHESTER, 2 
Telephone : 
BLAckfriars 9786 
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Diagrams for no-pattern playclothes 
will be included in the August 
Holiday Number of Everywoman. 


* * * 


Bus & Coach, published by Iliffe 
and Sons, Ltd., is to bring out two 
special issues. The first, in October, 
will be the main show number of 
the Motor Transport Exhibition at 
Earls Court, and will be on sale at 
the exhibition. The other issue, 
November 17, will be “British 
Design for 1957,” and will provide 
post-exhibition studies of design 
trends. 

i . * 


In Woman next week will be a 
centre-spread giving ideas and party 
recipes for a summer evening 
barbecue. 

* * * 


Next month’s Ideal Home will 
contain 11 pages devoted to a house 
built on a rock escarpment over- 
looking Torbay, which won an 
Ideal Home award certificate. 


Fashion parades 


Manufacturers are co-operating 
with the Daily Express in staging 
holiday fashion parades at Northern 
resorts. The mannequin parades are 
in addition to a Daily Express 
fashion compefition and the first 
was held at Blackpool on Wednes- 
day. Others follow at Scarborough. 
Douglas, Redcar, Southport, Colwyn 
Bay, Llandudno, Bridlington, More- 


cambe and Rhyl. The aim is to 
stimulate interest in Lancashire 
fabrics. 

* 7 


The manufacturers of Formica 
laminated plastic, Thomas De 
Rue & Co., Ltd., are issuing a bi- 
monthly publication to be known 
as The Formica Journal. 

Ps * * 


The ust Reader’s Digest, on 
sale ‘uly “St. presents 23 full-length 
articles and two book condensa- 
tions. 

7x * * 


The illustrated Survey of Scotland 
published by The Times Weekly 
Review, now an established annual 
feature, has been published again 
this week. It is of 20 pages, fully 
supported by Scottish advertisers. 

* * + 

The Investors’ Chronicle will pub- 
lish its annual Commonwealth Sur- 
vey on August 18. 


7 - * 
August Handyman contains the 
final article in Daphne Padell’s 


series on building a garage. Special 
features are a paint survey, a guide 
to choice and_ use of fibreboards, 
and an A to Z guide to adhesives. 


Jury 20, 


We Hear 


The ITA has opened a North 
Regional Office at 116 Royal 
Exchange, Manchester, 2. T. E. 
Brownsdon is the North Regional 
Officer. 


1956 


* — * 

D. A. Goodall Ltd. have been 
appointed United Kingdom repre- 
sentatives for The Ottawa Journal. 

*x * * 

Armstrong-Warden Lid. have 
renamed the building in which they 
operate at 69 New Oxford Street 
Armward House. 


* * * 
“It Pays to Advertise’ was the 
title of an address given to the 


Clapham Rotary Club by E. Ward 
Burton, director of Armstrong- 
Warden Ltd. 
* - 7 

It is unlikely that the Southamp- 
ton area will be able to receive 
commercial television programmes 
before 1958, Dr. Charles Hill, Post- 
master General, stated in the House 
of Commons. 


Key measure 


A sales advisory service is one of 
the key measures of the White Fish 
Authority’s advertising campaign. 
The service aims to keep friers and 
mongers in touch with new and 
successful sales-promotion _ techni- 
ques. 

* . * 

Envelopes from Associated-Tele- 
Vision now bear the slogan “It Pays 
to ATVertise.” 

* * * 

Glasgow Corporation has ap- 
proved extension to the coaches 
of the city underground trans- 
sport system of the arrangement 
already operating on buses and 
trolley-buses whereby advertising 
matter may be shown on the ex- 
ternal panels of their vehicles. Con- 
tractor granted this extension is 
Frank Mason and Co. Ltd., who 
already handles similar publicity on 
city transport. 

*« - * 

North Staffs Photographic Ser- 
vices have opened a London office 
and showroom at 36 Wardour Street, 
London, W.1. 

*x * * 

Bowie Features (Margaret and 
Alex Bowie) have now taken over 
top-floor offices at 226 Strand, 
W.C.2. 


BSPA visit 


A visit to the private cinema of 
Smee’s Advertising Ltd. will be paid 
by 15 members of the British Sales 
Promotion Association on Wednes- 


day. 
* 7 * 

The Independent Television 
Authority has decided to locate its 
South Wales station in the Wenvoe 
area. About three million people 
should be served by the new trans- 
mitter, which the Authority hopes 
to bring into operation towards the 
end of 1957. 

* * * 

The discussion on “Club Educa- 
tion Programmes” at the Club 
Education Officers’ Conference, held 
recently in Birmingham, was —— 
by Norman R. Gomm, the 
Regent Advertising Club. 

* * * 

Change of address: Terminus 
Publications Ltd. (Cargo Handling 
and Shipping Times & Tanker 
Transport) to St. Martin's re 
29 Ludgate Hill, London, E.C.4 
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Harry Hardwick 
retires after 


55 years 


More than 80 advertising 
people attended a luncheon in 
Manchester to mark the retire- 
ment of Harry L. Hardwick, who 
started his career with the Man- 
chester Evening News in 1901. 

Subsequently Mr. Hardwick 
became advertisement manager in 
York of the Yorkshire Herald; 
returned to Manchester with 
Hultons, and from 1920-27 was 
advertising manager of Kendal 
Milne Ltd. 

Later he became a director of 
S. T. Garland Advertising Ltd. 
in London, and since 1944 has 
been a director of Pratt & Co., 
advertising agents in Manchester. 

Mr. Hardwick was the founder 
honorary secretary of the Man- 
chester Publicity Association, and 
is a past president and also a past 
chairman of the First Friday 
Club. He is a member of the 
Institute of Practitioners in 
Advertising and served on the 
publicity committee of the Man- 
chester Chamber of Commerce. 

R. H. Jackson, chairman of 
R. H. Jackson Ltd., presided at 
the luncheon and other speakers 
were Eric Schofield, a former 
director of Kemsley Newspapers, 
who had known Mr. Hardwick 
for 46 years ; Andrew S. Stainsby. 
editor of the Darlington & Stock- 
ton Times who worked with him 
in York 41 years ago; F. John 
Roe, now in retirement at Epsom 
Downs, and G. Pritchard, 
Manchester manager of the 
Yorkshire Post. 


Research papers 
in book form 


Fifteen papers on various 
aspects of the post-war develop- 
ment of market research in 
Britain are collated in a book, 
Readings in Market Research, 
published by the British Market 
Research Bureau (price 35s.). 

Among the subjects covered 
are: the Statistical Approach, 
Sampling Methods, the Register 
of Electors, the J-Index, Inter- 
viewers and Interviewing, Cod- 
ing, Retail Audit Research, 
Readership Surveys, the Gallup 
Poll, BBC Audience Research, 
the Government Social Survey, 
and the Oxford Savings Survey, 
together with a new paper speci- 
ally written as an introduction to 
the book, A Survey of Market 
Research in Great Britain. 

A review of the book will 
appear in a subsequent issue of 
ADVERTISER'S WEEKLY. 


Cow & Gate agents 


Central Advertising Service Ltd. 
are the agents for Cow & Gate Milk 
Food; Clifford Bloxham & Partners 
Ltd. are the agents for Cow & Gate 
Cream, a consumer competition for 
which was reported in last week's 
issue. 


At the lunch to Harry L. Hardwick were (left to right): Eric Schofield; 

R. Highland Longdon, Westminster Press; Alec Wilkie, ‘News Chronicle” ; 

Mr. Hardwick; F. John Roe; Mrs. Hardwick; Andrew S. Stainsby; R. H 
Jackson, JP; John Clarke; E. G. Pritchard, “Yorkshire Post.” 


Booklet on ‘outdoor opportunities’ 


The rich opportunities pro- 
vided by every jum of out- 
door advertising are described 
and illustrated in a new brochure 
produced by Willing & Co., Ltd. 

Photographs, monochrome and 
tinted, show outdoor advertising 
in situ on street poster sites, road 
transport, special sites and bulle- 
tin boards, in the London Under- 
ground, on main-line railways, 
and in cattle markets. 

As an example of Willing’s 
special large-scale displays, a 
100-ft. Nestlé sign, 20 ft. deep 
and with 25 high cut-outs 
mounted on it, is illustrated. 
And, although not strictly out- 
door advertising, the work of 
Willing’s exhibition display de- 
partment is described and shown. 

The brochure describes in 
some detail the way in which the 


® Continued from page 7 


official grouping of the seven 
major areas of population into 
conurbations has enabled Will- 
ing’s to simplify their treatment 
of less well-known townships in 
the most densely populated areas. 
The meticulous inspection of 
sites by a field force of inspec- 
tors is also emphasised. 

Printed on art paper, spiral- 
bound between semi-stiff black 
covers, the brochure contains 
portraits of the agency's founder, 
James Willing, and of its present 
board of directors. It also 
quotes from a brochure issued 
at the turn of the century: “We 
have placed many thousands of 
famous advertisements and have 
the satisfaction of assisting in 
many of the most notable com- 
mercial triumphs. .. .” 


ADVERTISER'S WEEKLY 


No tobacco ads 
in children’s 
TV programmes 


TV programme companies 
have already decided not to in- 
clude tobacco advertisements in 
children’s programmes, Dr. 
Charles Hill told the Commons 
when he refused to ban the 
showing of tobacco advertise- 
ments within a quarter of an 
hour before and after children's 
TV programmes. 

Patrick Gordon Walker, MP 
for Smethwick, wanted this done 
because of the statistical link 
which had been claimed to exist 
between cigarette-smoking and 
lung cancer. 

Dr. Hill replied that to go 
beyond what was already being 
done voluntarily by the pro- 
gramme companies would seem 
“grandmotherly.” 


Meet the chairman 


Home News gave a cocktail 
party last week in Park Lane to 
introduce chairman Kenneth 
Garcke, of the BET Federation 
Ltd—who is also chairman of 
Advance Laundries and _ the 
Electrica] Press group—to top ad- 
vertising people in the leading 
retail stores. Alan Whitworth, 
who this week took over as secre- 
tary of the Bond Street Associa- 
tion, was among the 50 guests. 
Home News will first appear in 


September. 


Copyright Bill reaches the Committee stage 


and they produced the artistic 
merit on which the film was 


It had always been recognised 
that an agency should be entitled 
to the basic copyright in the 
work and also in the copyright in 
the film. 

A question which had been 
asked was, if the manufacturer of 
the goods changed his advertising 
agency, could he then use the 
film? Normally he could not, ex- 
cept by contract with an advertis- 
ing agent, continue to use 
the material of that agent in the 
newspapers, in the magazines or 
on posters. 

There may be a special agree- 
ment that it should belong to the 
manufacturer, but normally, the 
copyright remains in the adver- 
tising agent, who, by his team, 
had created that artistic work. 

Mr. Walker-Smith said he did 
not think the matter could be 
solved easily. One possible solu- 
tion was to omit the reference to 
advertising films altogether, mak- 
ing it clear that the ownership of 
the copyright depended on the 
individual contracts of the 
parties. He would look further 
into the matter. 

Mr. Page then moved an 
amendment to the Bill, the effect 
of which would be that the 
monitoring of a film, or a tele- 
vision broadcast, or a sound 
broadcast, would not amount to 


_an infringement in the copyright 
of the film or of the broadcast. 

He said there were many 
occasions when commercial films 
were monitored for the purpose 
of comparing the art of adver- 
tising adopted in various films. 

This was a practice already 
undertaken by advertising agents 
who watched advertising films 
and took extracts by rephoto- 
graphing the films as they appear 
on television. Research of that 
sort, the monitoring of films on 
TV, should not be a breach of 
copyright. 

‘Like press cuttings’ 

Later in the debate, Mr. Page 
said that the monitoring and re- 
search study of film commercials 
is actually undertaken at the 
present time. It is rather like a 
press cutting service, and that, 
perhaps, was the best way to 
explain it. 

“Extracts from TY commer- 
cials are photographed to study 
the methods used by the adver- 
tisers who choose that form of 
advertising their goods.” he 
added. 

C. J. M. Alport, the Assistant 
Postmaster-General, commented 
that the point Mr. Page had out-- 
lined about monitoring commer- 
cial television was not research in 
the sense normally associated 
with the meaning of the term. 

It was something done to pro- 


tect commercial and _ financial 
rights—perfectly proper in_ its 
way—on which agreement could 
properly be reached, to the 
mutual benefit of the advertising 
trade generally, within the trade 
itself. 

On an undertaking that the 
matter would be considered 
further, Mr. Page withdrew his 
amendment. 

Our legal correspondent writes: 

There is no doubt that under 
present law, monitoring of films 
on television is actionable. The 
Copyright Act, 1911, declares 
that the owner of the copyright in 
a literary, dramatic—a film is a 
dramatic work under that act— 
or musical work, has the _sole 
right to make any record, per- 
forated roll, cinematograph film 
or other contrivance by means of 
which the work may be mechani- 
cally performed or delivered. 

So far, there is nothing in the 
Bill which makes “monitoring” 
legal and Mr. Alport appears to 
think that this matter should be 
settled by the advertising industry 
itself, which, of course, is legally 
possible, as the owner of the 
copyright can always authorise 
others to do the copying. 

Advertising film makers, for 
instance, could easily authorise 
agents to supply each other, and 
advertisers, with a monitoring 
service, probably on payment of 
a nominal fee. 
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PAINT DRIVE IN 
SOUTH ENGLAND 
Agents Napper, Stinton, Woolley 


Ltd. state that Blundell, Spence & 
“o., Ltd., are using full pages, half- 


pages, and other large spaces in 
London evenings, Sunday Times, 
Times, Observer, and South of 


England provincial press, to stress 
the outside uses of Pamastic Plastic 
Emulsion Paint. 


A new brand of tufted carpet to 
be known as the Kosset, is to be 


Over 4,000 authorised appliance and television dealers throughout Great 


Britain were invited to compete in a contest organised by The English 
Electric Co, Ltd. Both the national prize of £50 and the Scottish area 
prize of £20 were awarded to the Aberdeen Electrical Engineering Co. Ltd., 
Aberdeen. The windows were judged on originality, sales appeal and 
“attention value.’ Theme of the winning window display (above) was the 
electrical home laundry. The display followed the English Electric 
advertising slogan ‘“‘Bringing you better living.”” Members of the judging 
panel were H. C. Timewell, manager, appliance division; C. T. M. Bagnall, 
publicity manager; F. A. Nicholson, Leggett Nicholson & Partners; and 
Albert Smith, Fellow of the Society of Industrial Artists. 


We MeHg n and make! 


@ DISPLAY UNITS 


@ SALES AIDS 


Whether it is metal, 
wood or wrought iron 


WE ARE A 
THE ACTUAL 
MANUFACTURERS 


Designed by 
CHAS. F. HIGHAM LTD. 


Our experience of sales and practical advice is readily available to 
you. Let us submit ideas and prototypes and prove how reasonable 
and efficient a permanent display can be. 


MOREY (BARNET) 


BARNET, HERTS. 


LIMITED 


Barnet 3222 


Telephone: 


Campaign for new viscose carpet 
will start this Autumn 


marketed in the autumn by Kosset 
Carpets Ltd., a new firm. The firm 
is the joint enterprise of Brintons 
Ltd., the Carpet Manufacturing Co. 
Ltd., John Crossley Carpet Trade 
Holdings, James Templeton & Co. 
and T. Bond Worth and Sons, Ltd.., 
working in co-operation with the 
Bigelow-Sanford Carpet Co. in 
America. 

The carpet, it is claimed, has a 
toughness “‘never before equalled in 
viscose carpets.” 

Advertising is being handled by 
W. S. Crawford Ltd., and will run 
from October until next June. 
Large spaces will be used in the 
Daily Mail, Daily Mirror, Observer, 
Sunday Times, Good Housekeeping, 
Homes and Gardens, House and 
Gardens, Ideal Home, Everywoman, 
Housewife, John Bull, Modern 
Woman, Picture Post, Woman and 
trade press. 


New accounts for 
Alan Betts 


Alan Betts Ltd. are taking over all 
advertising and public relations in 
the United Kingdom for Pakistan 
International Airlines. A concen- 
trated direct mail scheme to business 


executives and the travel industry 
will commence soon, and from 
September onwards a national and 


local advertising campaign. 

They have also acquired the 
advertising for E-V Ltd., which is 
a company newly formed to handle 
the manufacturing and marketing of 
a cartridge stylus for fitment to 


gramophone pick-up _ tone-arms. 
Advertising will at present be 
directed to radiogram manufac- 


turers and pick-up manufacturers. 


Underwear campaign 


The Lux Lux girl will make her 
debut this autumn in advertisements 
for Lux Lux underwear. The 
schedule includes Modern Woman, 
Woman's Journal, Housewife, She, 

iverywoman, Woman and Beauty 
and Vanity Fair. The campaign is 
being handled by Stowe and Bow- 
den Ltd. 
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Display ads for 
publishing firm 


Breaking away from the old-style 
small or single-column advertise- 
ment in quality newspapers and 
magazines, Hamilton and Co. 
(Stafford) Ltd., who publish the 
paper-back Panther Books. are to 
launch a new campaign in the News 
Chronicle next Friday with a 10 
inches across five columns advet- 
Uisement. 

With this advertisement they 
expect to reach a vast number of 
potential book-buyers who never 
read the literary weeklies or the class 
Sunday papers, in which the bulk 
of book advertisements now appear. 
Advertising is placed direct. 


Wilcox to handle 
UTP Exhibitions 


Wilcox Advertising Ltd. have 
been appointed to handle adver- 
tising and press relations for UTP 
Exhibitions Ltd., organisers of the 
First International Clothing Trade 
Exhibition to be held at Olympia, 
May 28 to June 1, 1957, and the 
Protective Clothing and Safety 
Equipment Exhibition which takes 
place for five days during the week 
commencing May 13, 1957, also at 
Olympia. 


Vantona to use ads 


in full eolour 


Vantona Textiles Ltd., of Man- 
chester, manufacturers of household 
textiles, are to use full colour in 
every advertisement during their 
sales promotion campaign from 
September to June, 1957. This is 
the first time they have done this. 

Media to be used, subject to final 
confirmation, includes Ideal Home, 
Homes and Gardens, House and 
Gardens, Home Beautiful, Woman's 
Journal, Woman, Woman's Own, 
Everywoman, Modern Woman, 
Housewife, Woman and Home, My 
Home and Home. Agents are 
Osborne-Peacock Co., Ltd. 


Tecalemit renewal 


A renewal campaign for Tecalemit 
Ltd. has been placed in industrial, 
motoring and motor trade journals, 
and for Tec Elements in the national 
Sunday and magazine press. Export 
campaigns have been _ similarly 
booked. Armstrong-Warden Ltd. 
are the agents. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


PAKISTAN INTERNATIONAL 
AIRLINES (UK); E-V LTD. 
Accounts for Alan Betts Ltd 

HENRY BOYS & SON LTD. 

(THIRD AXLE CONVERSION 

& TRAILERS): EXPRESS DE- 

VELOPING & PRINTING CO. 

LTB.; MASTER’S MAIL 

ORDER LTD. Accounts for 

Jack White & Associates. 

- LIPTON LTD., for Nigel Rain- 

bow & Partners Ltd 

UTP EXHIBITIONS LTD. for 
Wilcox Advertising Ltd 

CHELTON (POPPITS) LTD., for 
James A. Hodgson Ltd. 


Campaigns 


VANTONA’ TEXTILES’ LTD. 
using women’s journals. (Osborne- 
Peacock Co. Ltd.) 

LUX LUX LTD., using women’s 


magazines and _ trade 
(Stowe & Bowden Ltd.) 

HAMILTON & CO. (STAFFORD) 
LTD., using News Chronicle. 
(Advertising placed direct.) 

TECALEMIT LTD., using indus- 
trial, motoring and motor trade 
journals, and national Sunday and 
magazine press for Tec Elements 
(Armstrong-Warden Ltd.) 

MENTOR WHITE STAR SHIRTS, 
using national, provincial and 
trade press. (Colman, Prentis & 
Varley Ltd.) 

BLUNDELL, SPENCE & CO. 
LTD., using London evenings. 
Sundays and provincials. (Napper, 
Stinton, Woolley Ltd.) 

KOSSET CARPETS LTD., using 
national dailies, Sundays, national 
magazines, women’s journals and 
trade press (W. S. Crawford 


Ltd.) 

PATONS & BALDWINS LTD. 
using national magazines, women’s 
journals and trade press. 
(Osborne-Peacock Co. Ltd.) 


press. 
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CIRCULATION 
CONTINUES TO RISE 
STEADILY 


232,915 


Average monthly net sale January—June 1956 


This is an increase of 7°4° over the previous ABC 


figure for July-December 1955. Over the past 


two years, net sales have increased by 32.5%. 


JACK BLANCHE, Advertisement Manager 
43/44 Shoe Lane, London, E.C.4. Phone: FLEet Street 5011 


A HULTON PUBLICATION * Subject to confirmation by the Audit Bureau of Circulations 


Wil: 

— 
SS 
SC 
SS 

SS 


ADVERTISER’S WEEKLY 


Space-buyers v. 
sellers cricket 
match 


A space-buyers versus space- 
sellers cricket match will take 
place at the Old Finchleians’ 
Sports Ground, on Wednesday, 
starting at 2 p.m. 

Spectators can reach the ground 
by taking the Northern Line to 
Woodside Park Station. On 
leaving the station, turn right 
into Holden Road and first left 
down Tillingham Way. The 


ground is 100 yards down on the 


left-hand side. 


Teams: 
Space Buyers’ XI: Dexter 
Adams (Erwin Wasey), Bruce 


Croucher (Erwin Wasey), Ernie 
Keeble (S. H. Benson), Harold 
Lee (Lambe & Robinson), Bill 
Leutchford (John Hobson & 
Partners), Len Nash (London 
Press Exchange), John Sibcy 
(Nelson Advertising), Basil Spice 
(J. W. Thompson Co.), Sid Stock 
(Erwin Wasey), Bill Russell 
(Service Advertising), and F. S. 
Goldsmith (Gordon & Gotch). 
Twelfth man: Dennis Shearman 
(Reid Walker). 

Space Sellers’ XI: Peter Auster 
(Readers’ Digest), Mervyn Banks 
(Building Plant & Materials), 
Ron Bowyer (Magazine Advertis- 
ing), Ben Brocklehurst (Country 
Life), Jim Clayton (Daily 
Record), Jim Cummins (Notting- 


ham Guardian Journal), Brian 
Downing (House Beautiful), 
Gavin Doyle (House & Garden), 
Bert Hardy (Reveille), Peter 
Nicholas (Daily Express), Moss 
Walters (Sheffield Telegraph). 
Twelfth man: Gordon Reid 
(Vogue). 

Umpires: Dan Warnock and 


Gerry Quye (Aberdeen Press & 
Journal). 


Talks in Colchester 


When Don A. Tibbenham, of 
Tibbenham Publicity Ltd., spoke 
to the Rotary Club of Colchester, 
his subject, “Uses and abuses of 
advertising,” was chosen by the 
Club. 

In the afternoon he gave a 
talk to the Colchester Inner 
Wheel on “Advertising and the 
housewife.” 
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Some of the Nags who took part in the record summer meeting at Sunningdale. 


Syllabus for the IPR’s 


intermediate exam ( 


Syllabus for the IPR’s Inter- 
mediate examination, which com- 
prises two three- hour examination 
papers, includes principles and 
practice of public relations, 
printed material, and advertising 
in Paper “A,” and press relations, 
opinion research and visual aids 
in Paper “B.” 

Each paper will contain nine 
questions, three including one 
compulsory question, from each 
sub-section. A candidate will be 
required to attempt six questions 
in each paper. Detailed syllabus: 

Principles and practice of pub- 
lic relations: public relations- 
definitions, purposes and 
methods; the distinction between 
public relations, advertising. 
propaganda and sales promotion; 
the “publics” of public relations; 
the structure and organisation of : 


public relations departments, 
public relations agencies and 
public relations consultants — 


internal arrangements and out- 
side services; and the use of 
public relations media, e.g. press, 
print, visual aids, etc. 

Printed material: the principles 
of the main printing processes, 
preparation of blocks, plates, 
stencils, etc, originals for repro- 
duction; colour; principles of 
typography, editorial make-up, 
house style; and working with the 
printer. artist, typographer; the 
uses of printed material for 


More than 60 members of the East Anglian Publicity Club, and _ their 


friends, went for an evening trip on the River Orwell last week, 


Harwich, Parkeston and Shotley. 


visiting 


Afterwards an informal dance and buffet 
supper was held at the Royal George Hotel, Ipswich. 
Photos.) 


(Photo: Tudor 
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direct mail, leaflets, circulars. 
etc., information booklets, house 
journals, books, and other printed 
material. 

Advertising: the application of 
advertising and its media in pub- 
lic relations; advertising media; 
press, outdoor, radio, television, 
films, etc.; planning a campaign; 
the advertising agency—organisa- 
tion. 

Press relations (embracing all 
relevant forms of press, radio, 
television and news reels): the 
organisation of press, radio, TV 
and news reels; news stories and 
features; press lists; issuing press 
material; organising press con- 
ferences; organising facility visits; 
press arrangements at public 
functions; photographic  pub- 
licity; radio and television fea- 
tures; press enquiries; and press 
analysis. 

Opinion research: factors which 
shape opinion; methods of sam- 
pling; analysis; interpretation; 
and application. 

Visual aids in public relations: 
exhibitions: organisation (man- 
agement, siting, transport, police, 
fire precautions, first aid, financial 
control, crowd control, cata- 
logues, publicity, press previews, 
ceremonial openings, visits of 
VIPs, etc.); presentation (design. 
layout, lettering, demonstrations, 
etc.); production (working draw- 
ings, models, construction, light- 
ing, maintenance, dismantling, 
etc.); and working with the 
designer and constructor; Dis- 
plays: two dimensional, e.g., 
posters, picture sets, wall charts, 
diagrams, film strips, etc., and 
three dimensional, e.g., window 
and counter displays, models and 
display devices, etc.; Films: 
documentary and publicity films. 


16mm. film show for 
Bristol executives 


Trade and Publicity Films 
(Trade Publicity Services Ltd.) 
staged a showing of 16 mm. 


colour and sound films for com- 
mercial and industrial executives 
at the recent Bristol Homes. 
Trades and Industries Exhibition. 


SEE STOR ‘) 


Golf 
‘NAGS weather’ 


for summer 
meeting 


Under the captaincy of Glanvill 
Benn, a record number of players 
competed in the Newspaper and 
Advertisers Golfing Society summer 
meeting at Sunningdale on Wednes- 
day last week. The figure of 84 
golfers was the best in the history of 
the society and once again the meet- 
ing was blessed with “Nags 
weather.” Results— 

Old course for The Times chal- 
lenge cup—N. C. Royds; runner- 
up, W. A. Slark; best first nine, 
J. Rafter; best second nine, F. G. 
Roe. 

New course for the 
challenge cup—C. 
up, W. C. Gibbs; 
W. J. Butt; 
Deverall. 

Foursomes. Old course for the 
Daily Express cups—R. E. Bett and 
K. V. Braddon; runners-up, Gibbs 


Daily Mail 
lover; runner- 
best first nine, 
best second nine, P. E. 


and A. E. May: best first nine, 
A. R. Adams and V. G. Lockey; 
best second nine, W. E. Osborne 


and T. Parry. 

New Course for Scotland’s Quaich 
—G. Benn and E. Noel Evans on 
the second nine after a tie with 
E. D. Olden and D. Passmore who 
were runners-up; best first nine, 


A. R. Jullens and T. M. Treen; best 
second nine, 
A. W. Dykes. 


R. W. Dickenson and 


The rg | winners—C. Orr 
and N. C. Royds in front, W. 
Gibbs and W. A. Slark Sehind. 


Stuart beats Holden 


Stuart Advertising Agency beat 
A. N. Holden Co. Ltd. in an even. 
ing game of cricket in Regents 
Park. Stuarts were dismissed for 
85 scored in an hour, to which 
Holdens replied with 25 
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EMCI | CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s, per lime, 45s. per display panel inch. 


APPOINTMENTS WANTED, 3s. 6d. lime, 40s. display 
CREATIVE SPACE SALES | | ciasitcations, 4s. 64. per linc, 50s, per display pancl inch. Minimum, 3 lines, Box AGENCY MAN 
No. charge, one lime plus Is. covering postage, etc. Series rates on application : all 


MUST BE PR ee 
REPRESENTATIVE nacre mr nes, Plest Sueet, Londen, ELCA, "WATerioo S000 (Ex, sor | | WITH KNOWLEDGE OF PRESENT 


; DAY MARKETING TRENDS. 
Due to development of progressive APPOINTMENTS VACANT THERE IS A VACANCY FOR A 


group—an per lity is 
required to fill a position offering SPECIALIST ‘ 
immediate opportunities. Must be . “ 
well known to all leading Fashion 

FSuses "and be able tonogote a Assistant to Sales Promotion Manager PACKAGING 
executive at Only those -— to 

earning £1, p.a. and over need apply, 
iving full details of past experience to Leading organisation in West London, with extensive National 1G 

oo publicity and dealer co-operative activities, requires first-class DES NER 
Box 4093 right-hand man to Sales Promotion Manager. 


1 “7 Box 3941 
"le This is an exacting job, as the advertising standards are high, 
Advertiser's Weekly 180 Fleet St E64 and will need a sound basic aptitude for dealing with a variety Advertiser's Weekly 180 Fleet St EC4 
of publicity and oy problems simultaneously, 
: quickly and accurately. © a young man with an * all-round ’ 
CEAEY. “Young < aad on experience and a desire to widen it still further with an actively i = a ey 1 
company in West London to act progressive company, this would be an interesting position with mainly technical copy. Permanent 
as secretary and assistant to publicity real scope for ability. position. Five-day work. Excellent 
manager. Ability to progress pub- working conditions. Social and sports 
licity material of all kinds and A definite flair for planning, development and control work on facilities. Canteen. Applications in 
production experience will be advan- a wide field of consumer publicity and dealer promotion matters writing, stating age, experience and 
lageous Write, giving details of is essential. The duties will also involve a fair amount of salary required, to Muirhead & Co 
salary desired, to correspondence with company field force and trade outlets, Ltd., Precision Electrical Instrument 
Box 4085 Ad. Weekly 180 Fleet St BC4 together with occasional layout and design work to rough Makers, Beckenham, Kent. 


visual stage. 


GREETING CARD ARTIST A good commencing salary, excellent prospects, and permanent 8 ond count 

éb Card Publish, employment with one of the best known names in advertising ARTISTS 
a. Wiener demen Wea aaen awaits the man who can measure up to these requirements. ——- a staan 
pevtensed tn dedian 8 papaler aap. Write full details (in confidence) of age, experience and present “4 fy Fay my anh + Generel 
Pension scheme. Send full details of salary to Retouching an ssset. Small but very 
experience. P Box 4099 happy Full details to 

Box 4072 Advertiser’s Weekly 180 Fleet St EC4 Box 3665 

Advertiser's Weekly 180 Fleet St EC4 Advertiser's Weekly 180 Fleet St EC4 
YOUNG & RUBICAM LTD., Advertis- YOUNG MAN OR WOMAN, under 25, 
MARKET RESEARCH. Educated man ing, require an experienced Market wanted for small but busy Art Depart- WEST END ADVERTISING AGENCY 
wanted, 30 or under, with some ex- Research executive to be responsible ment. Widest facilities for working on need Assistant in their Print Depart- 
perience of Market Research, to be for planning and analysis of all forms design, original visuals lettering, ment. Previous experience of block 
trained as personal assistant to the of consumer research on a group of leaflets. Please apply, giving age, full ordering and print production essen- 
head of the Market Research Division accounts Apply not later than details of experience and salary re- tial. Please write, ae details of 
of W. S. Crawford Lid. Write to | August 9 to Research Manager. uired, to Staff Manager, The Marley experience and ~~ =, wired, to 
The Market Research Manager, 233, | Young & Rubicam Lid., 285, Regent ile Co., Ltd., Riverhead, Sevenoaks, Waddicors, 38, Park Street, London, 
High Holborn, London, W.C.1. Street, W.1 Kent. W.1. 


TOP LEVEL 


Marketing Department CRC 
Organiser & Manager require 


a male 
Assistant 


Saward, Baker & Co. Ltd. Account Executive 


Applicants should be in their early thirties with with some 
practical experience through their business careers , 
as assistants to sales directors of the highest rank, years experience 
and qualifications in firms advertising consumer 
brands—grocery, textiles or pharmaceutical. 

Knowledge of market organisation and distribution, Preference will be given to a young man who has 
stocking up schemes, trade advertising of all kinds ; 
persona grata with big buyers, experienced in passed the |.P.A. Intermediate examination. 
addressing conferences, assessing marketing values, 
surveying the field and reporting on the situation ; 
successful in building sales organisations. Please write to the Secretary, 


REQUIRED BY 


In the first instance please send particulars in confidence C. 8. CASE a 


to Joint Managing Director (Marketing), Saward, Baker 6 ALDFORD STREET, W.1 
& Co. Ltd., 27 Chancery Lane, W.C.2. 
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APPOINTMENTS VACANT 


CENTRAL ART 


require 
” 


LETTERING ARTISTS 


Fully experienced in Type and Free- 
styles. 


RETOUCHERS 


Mechanical and Figure. 


GENERAL ARTIST 


With experience of Lettering, Re- 
touching and Still Life. 
Write, call, or phone: 
VICTOR SMITH. 


CENTRAL ART, 
& Photographic Studios Ltd., 
60, Kingly St., W.1. 
REGent 5416 


RETOUCHING ARTIST. Excellent 
opportunity for young man to join 
retouching section of leading studio 
Experience essential. Telephone Fleet 
Street, 2416 

REPRESENTATIVE REQUIRED (male 
or female) to contact existing clients 
Salary, commission and expenses 
Ace Litho Ltd., 76/78, Clerkenwell 
Road, E.C.1. CLErkenwell 6534 


ADVERTISING DEPARTMENT. 
Young man required as Assistant 
Manager to take over department in 
due course. Must have press layout 
and literature experience. Line draw- 
ing experience essential. 
area. 


‘ Midlands 
Commencing salary £600 plus 


bonus. | 
Box 4037 Ad. Weekly 180 Fleet St EC4 | 
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APPOINTMENTS VACANT 


TECHNICAL WRITER 


The Publicity Department of Metropolitan-Vickers Electrical 

Co., Ltd., require an electrical engineering Writer-Editor, 

especially for instruction books. Ability in clear presentation 

essential. Some acquaintance with methods of preparing 
subject matter for printers is desirable. 

Apply for Application Form, quoting reference ‘ B.6 ', to:— 
Personnel Manager, 


Metropolitan-Vickers Electrical Co., Ltd., 
Trafford Park, Manchester 17. 


LETTERING ARTIST required for 
soda of Londen meen Finesay | [ COPY DETAIL ASSISTANT 
honoured: Please wr (Male or female) 


ite 
Box 4045 Ad. Weekly 180 Fleet St EC4 required with one or two years’ 
experience of advertisement pro- 
duction, block ordering, etc. Write 


SECOND SPACE BUYER required ne . 
giving details of experience and 


Must have a detailed knowledge of 


ADVERTISING 


EXECUTIVE 
REQUIRED 


By large scale national Advertiser 
with headquarters in Hertford- 
shire. This is a position which 
should appeal to a young man 
who has had experience in a large 
Advertising Depart. or Agency 
Age approximately 24-27. Good 
prospects, All applications will be 
acknowledged and will be treated 
in strict confidence. Please write 
giving full detai's of previous 
experience and salary required to 
Advertising Manager 


Box 4088 
Advertiser's Weekly 180 Fleet St EC4 


salary required to the Secretary : 
. R. Casson Ltd., 
6 Aldford Street, London, W.1. 


media, experience of campaign plan- 
ning and be capable of supervising 
departmental work in general. Write 
giving full details of age, experience, 
salary, etc., to General Manager, 
Smee’s Advertising Ltd., 3/5 Duke 
Street, Manchester Square, W.1 


ARTIST REQUIRED. Progressive West 
End London Agency requires General 
Artist for wide variety of finished 


work. Permanent position under very 

congenial conditions with excellent 

MARKET RESEARCH scope for advancement Five-day 
week Write for interview in first 


Department of large London Adver- 
tising Agency has a vacancy for a 
Research Assistant with at least one 
year’s experience. Apply with full 


instance, stating age, salary required 


to 
Box 4076 Ad. Weekly 180 Fleet St EC4 


; : TYPOGRAPHER. Street's want an 
t pd 
particulars of ae required to agency-trained Typographer to work 
x on a group of national accounts 
Advertiser's Weekly 180 Fleet St EC4 Pleasant working conditions.  Tele- 


phone MON. 4796 for appointment 


LAYOUT /FINISHED 


ARTIST wanted 
by medium size London agency to 
work on a wide variety of interesting 
accounts. At least two years’ experi- 
ence in similar position. Very happy 
Studio Five-day week State ap- 
proximate salary required 

Box 4083 Ad. Weekly 180 Fleet St EC4 


| REPRESENTATIVES required for firm 


of high-class Photo-litho Offset Colour 
Printers specialising in point-of-sale 
advertising material, with own Studio 
and Works; one for London area 
other for Midlands, preferably based 
in Birmingham. Write, in confidence, 
with full particulars of selling career, 
age and terms, etc., to 

Box 4071 Ad. Weekly 180 Fleet St EC4 


A man experienced in this particular field would 
be preferred but consideration will be given to 
others having outstanding sales records. The 
terms offered will be attractive, the position 
pensionable and the opportunities for advance- 
ment are considerable. Applications giving age, 
brief details of career and present salary will be 
treated in strict confidence and should be sent 


to: 


BOX 4106 
Advertiser’s Weekly 180 Fleet Street EC4 


AN 
ADVERTISEMENT 
MANAGER 


is required by a National trade | 
publishing house for a leading 
Transport Magazine 


co-operation with other 


He has an eagle eye for 
broadly. He is flexible 


in his very superior life. 


C. R. CASSON LIMITED, 6 


WHAT IS A DESIGNER ? 


A Designer is a man (or woman) who can 
create an advertising campaign in 


most effectively in its visual form. 
He has an astonishing knowledge of the 
possibilities of all media and he has 


never grubbed around in a mental rut 


That is our definition of a Designer and that 
is what we want . . . a Designer. 


If this is you to the life, you can 
have the salary you expect and pleasant 
working conditions. Please write to : 


THE SECRETARY, 


people and develop it 


detail and thinks 
but stubborn. 


ALDFORD STREET, W.1 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS VACANT 


EAST AFRICAN ADVERTISING CONTRACTORS, LIMITED 


require an 
ACCOUNT EXECUTIVE 


This position offers an excellent opportunity to a young and 
energetic man with sound agency experience as copywriter. 
successful applicant will be eligible to join the company’s pension 
and medical fund, and will be granted three months’ leave with full 
Commencing salary is according to 
experience and Free Passage to Nairobi will be provided. Interview 
will be arranged with our London Office, but in first instance write 
by Air Mail giving details of age, experience, marital status, with 
specimens of work by Air Mail parcel post, to : 


Manager, P.O. Box 2266, NAIROBI, Kenya Colony. 


pay in the fifth year of service. 


The 


RETOUCHERS, VISUALISERS AND 
LETTERING ARTISTS required by 
enterprising studio to fill vacancies 
caused by expansion of business. The 
company operates a superannuation 
scheme, and the positions offer a per- 
manent, progressive career for the 
right men Artists capable of first- 
class work are invited to send details 
of capabilities and past experience to 
Mr. Finch, Rapier Arts Ltd., 

Farringdon Road, E.C.1, or telephone 
CHAncery 6055 for appointment 


ASSISTANT To PRODUCTION 
MANAGER wanted Age 20-30 
Leading Industrial Advertising Agency 

P.A. Pleasant atmosphere, prospects, 
pension scheme Write with history 
and present salary to 
Box 4091 Ad. Weekly 180 Fleet St BC4 


VISUALISER|/ 
LAYOUT MAN 


with creative ideas, required. Must 
have good knowledge of printing 
processes, and some copywriting 


ability would be an asset. A per- 
manency, with a good salary and 
prospects is offered. Write, 


stating age, details of experience 
and salary required, to 


Box 4092 
Advertiser's Weekly 180 Fleet St €C4 


YOUNG MAN with ideas and initiative, 
preferably with experience of Mail 
Order or Publicity work, required by 
old-established general publishers to 
develop existing Mail Order Depart- 
ment Good remuneration based on 
results. Write 
Box 4081 Ad. Weekly 180 Fleet St BC4 


PRODUCTION MAN required for West 
End Agency to handle a group of 
accounts. Sound knowledge of block 
making with previous Agency experi- 


ence essential, Write fully, stating 
age, experience and salary expected, 
to the General Manager, Smee’s 


Advertising Limited, 3-5 Duke Street, 
Manchester Square, W.1. 


JUNIOR ASSISTANT 


age 20-25, with good knowledge 
of copy detail and mechanical 
production, required in large 
West End Agency. Excellent 
opportunity to the right appli- 
cant for quick advancement. 
Usual facilities, pension scheme, 
etc. Please give brief details of 
experience and salary expected 
to 


Box 4082 
Advertiser's Weekly 180 Fleet St EC4 


TRAINEE COPYWRITERS, age 23/26, 
required for Sales Promotion Depart- 
ment of a company manufacturing 
world-famous, branded packaging 
materials, Arts graduates preferred 
with some scientific or technical 
aptitude Must be able to conduct 
an enquiry, collect and elucidate facts, 
present a case and write informa- 
tively or persuasively as the occasion 
demands. Should be willing to 
undergo intensive training. West End 
office, five-day week, contributory 
pension scheme, luncheon vouchérs 
and bonus scheme Apply by letter 
quoting Ref. No. S49AW to 
Box 4061 Ad. Weekly 180 Fleet St BC4 


A FIRST RATE 
AIRBRUSH ARTIST 


who can work in colour on both 
figure and still-life subjects is urgently 
needed by a newly opened Studio in 
Manchester. The successful applicant 
will have good taste and know how 
to make the most out of the least 
airbrush retouching. He or she will 
be well paid and will work in very 
pleasant surroundings for a go-ahead 
concern backed by a large and 
successful London Studio. 


Write in first instance to Laurence J. 
Cc Woburn Studios (Northern) 


COMMERCIAL ARTIST 
REQUIRED 


Either sex between 18-25 years 
of age. Some knowledge of 
painting on fabric and screen 
printing an advantage but not 
essential. Full time employment 
only. Apply by letter or call. 


ERNEST W. PERRETT LTD. 
FLAG MANUFACTURERS 


65, Holloway Road, London. N.7. 
(Near Highbury Corner) 


Telephone NORth 5771 (5 lines) 


Ltd. 15 Fetter Lane, Manchester 1. 


ADVERTISING PRODUCTION ASSIS- 
TANT required by leading manufac- 
turers of photographic goods near 
London. Age 21-27. 

Box 4084 Ad. Weckly 180 Fleet St EC4 

LAYOUT MAN required in studio of 
London Publicity Department of large 
organisation. Permanent and pension- 


able position Write, giving details 
of age, experience and salary ex- 
pected, to 


Box 4080 Ad. Weekly 180 Fleet St BC4 

ASSISTANT to Sales Manager required 
to handle publicity, print and pack- 
aging. etc., of progressive manufac- 
turer. Position offers scope and 
advancement to energetic young man 
(25-30) able to assume responsibility 
Write Box 1118, c/o Hatton Press 
Lid., 69, Aldwych, W.C.2. 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ACCOUNTS EXECUTIVE 


COPYWRITER 


VISUALISER 


PRODUCTION MAN 


A thoroughly experienced and 
competent man is required for 
each of the above, to head a 
team servicing a very sub- 
stantial and _ internationally 
known technical account. 
These positions are important 
and will carry excellent pros- 
pects and top salaries for first- 
class men. Applicants must 
be agency trained. 


Write giving fullest personal particulars in tabular 
form to— 


PERSONNEL DIRECTOR 
BOX 4098 


Advertiser’s Weekly 180 Fleet Street EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 


— 
== _ 


ADVERTISER’S WEEKLY 


APPOINTMENTS VACANT 


DISPLAYMAN 


—willing to travel, enthusiasm 
and ability to work on own 
initiative essential. This position 
is pensionable with a com- 
mencing salary of £500/600 per 
annum, plus luncheon allowance 
and all expenses. Car owner an 
advantage. Apply by letter to 
Exhibition and Display 
Manager, 
REMINGTON RAND LTD., 
Commonwealth House, 
1-19 New Oxford St., W.C.1. 


ASSISTANT TO ART EDITOR 
sporting periodicals, 


of 
experienced 


64 
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CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS VACANT 


TRAFFIC 


Production purposes. 


Assistant required for 
DEPARTMENT 


Experienced at keeping schedules and records for 
Write for interview to the 


Secretary, JOHN HADDON & CO. LTD., 


11-12, Salisbury Square, E.C.4. 
Fleet Street 801! 


GO-AHEAD MAGAZINE has 
tional opening for 


: Advertisement 
Representative (man 


or 


excep- 


woman) 


capable of earning upwards of £1,250 


ASSISTANT/SECRETARY to Advertis- 


ing Manager required by publishers. 
Applicants should be 20-24 with ex- 
perience in Advertising and Publicity 


magazine layout, lettering, knowledge a year Fullest backing with ideas Ability to work on own initiative 
colour work advantage. Details of and layouts. Good prospects promo- essential. Write, stating age, experi- 
experience and present salary to tion. Full details of experience to ence and salary required, Secretary, 
Box 4097 Ad. Weekly 180 Fleet St EC4 Box 4090 Ad. Weekly 180 Fleet St EC4 Ward Lock, 143, Piccadilly, W.1 


A Vacancy will shortly occur 
in an old-established Central 
London Agency for 


STUDIO 
MANAGER 


Normally we should promote 
one of our existing staff but 
they are all specialists and we 
need a first class all-rounder 
for the job. He will have had 
at least 10 years’ Studio ex- 
perience preferably mostly in 
an Agency and be able to turn 
out quick visuals, fair figures 
and slick roughs as well as 
finished work on occasion. 
He will be foremostly an 
advertising man who can 
DRAW, mature enough to 
turn his hand to all methods 
and big enough to lead. If you 
feel that working on national 
accounts in a happy group in 
such a niche might be your 
final change, write in strictest 
confidence to: 


Box 4108 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION. Interesting position 
requiring knowledge of blockmaking. 
Methodical mind and capacity for 
seeing jobs through essential. Age 
early 20’s with Agency or Process 
House experience 
Box 4041 Ad. Weekly 180 Fleet St EC4 

ORDER CLERK required (letterpress) 
Excellent prospects with progressive 
firm. Write, stating age, experience 
to Day & Wilkins Ltd., 126-8, New 
King’s Road, S.W.6. 


EXPERIENCED 
ALL-ROUND ARTIST 


required for Agency. Good 
design essential. Must be cap- 
able of producing crisp visuals 
and finished roughs. First class 
working conditions in Bond 
Street. 


‘Phone for ap 
Harvey, HYDe 


intment—Mr. 
‘ark 9583. 


ART REPRESENTATIVE 


Art Studio and Agency require 
Representative to contact Adver- 
tising Agencies and _ direct 
accounts. Knowledge of artwork 
and reproduction essential. Remu- 
neration by salary and com- 
mission. 

Please write giving details of 
experience to : 

Box 4079 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT ARTIST required for absorb- 
ing position on Herts/Bucks border. 
Applicants should be neat uick 
workers, with ability to present facts 
in graph and tabular forms. Know- 
ledge of printing and modern repro- 
duction techniques desirable. This is 
a first-class opportunity with wide 
scope for a young artist with origina! 
ideas. Apply to Box 238, R. Ander- 
son & Co., 14, William IV Street, 
London, W.C.2. 


COPYWRITER 
who takes an intelligent 
interest 

in industrial affairs 


and who will fit well into 
the friendly atmosphere of 
an able group required by well- 
known London Agency (IPA). 
Age about 30. Agency ex- 
perience essential. This is a 
progressive appointment in a 
progressive company. Staff 
pensions and assurance 
schemes in being. Holiday 
arrangements can stand. Give 
age, experience and salary 
required when writing to 


Box 4096 
Advertiser's Weekly 180 Fleet St EC4 


| 
| 


| 


FIRST CLASS 


VISUALISER|/ 
LAYOUT MAN 


to work on group of 
accounts ranging from 
A 
good opportunity for im- 


fashion to industrial. 


aginative designer witha 
sense of responsibility in 
one“of London’s rapidly 
expanding agencies. 
Write to 
Art Director, 
Scott-Turner & Associates Ltd., 


17/18 Dover Street, W.1. 
or phone HYDe Park 0481. 


LETTERING 
ARTIST 


ASTRAL ARTS GROUP 
LTD. require the services of 
an agency or studio Lettering 
Artist with practical experience. 
Please write with details of 
experience and salary required 
to: 
The Directors, 
Astral Arts Group Ltd., 

171, New Bond Street, W.! 


SCHEDULE CLERK, man or woman, 
wanted for Television Department of 
Young & Rubicam. Must be accurate 
and used to working without super- 
vision. Typing essential "Phone : 


HYDe Park 6757. 


COME HITHER GOOD GIRL 


Shorthand-typist secretary to directors. 
Well educated, quick, intelligent, 
willing to do almost anything in the 
office. Experience of Agency life and 
work an advantage, but not essential. 
Happy, pleasant conditions with good 
pay. W.C. area. You will be judged 
firstly on your letter so please write 
with full details to 


Box 4073 
Advertiser's Weekly 180 Fleet St €C4 


WE SPECIALIZE in colour advertise- 
ments in the technical and national 
press, and need an energetic produc- 
tion worker to join our staff. Five- 
day week. Holiday arrangements will 
be taken into consideration Please 
write, giving details of experience and 


salary, to , 22a, Queen Anne’s 
Gate, S.W.1 Agency experience is 
not all important. io "phone calls, 
please. 


YOUNG 
LETTERING ARTIST 


required for packaging section 
of Modern Design ——— 
Holiday arrangements nmoured. 
Ring Studio Manager— 

Mayfair 1045 


ASSISTANT PUBLICITY MANAGER 
required by company marketing to 
the motor trade Applicants should 
write stating age and salary required, 
and give full details of past experience 
Box 4086 Ad. Weekly 180 Fleet St BC4 

YOUNG EXPERIENCED OPERATOR 
required for all branches of Com- 
mercial Photography Permanency. 
Give full details in writing, please, to 
on Bros. Ltd., 201, High Holborn, 


Designer /Typographer 
for Publicity Department of Super- 
market Stores Group. Work in- 
cludes show card and packaging design, 
leaflet and brochure layout. A know- 
ledge of printing processing with 
emphasis on silk screen work essential. 
Write to Staff Manager, ‘fine-fare’ 
Ltd., Digswell House, Digswell 
Park, Nr. Welwyn, and mark envelope 
Publicity. 


Layout and 
Ideas Man 


Leading London Publishing 
House offers opportunity 
to imaginative LAYOUT 
MAN capable of producing 
“roughs” and finished lay- 
outs, adaptations for hard- 
selling press advertisements, 
posters, showcards and 
mailing shots. Good pros- 
pects for applicant with 
right experience and flair. 
Write, giving details of 
career, qualifications, age 
and salary required to 


Box 4034 
Advertiser's Weekly 180 Fleet St EC4 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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ADVERTISBR'S WEEKLY 


ECRMMNRIENN CLASSIFIED ADVERTISEMENTS 


VISUALISER 
AND LAYOUT MAN 


with creative ideas, accustomed to 
working on large national accounts, 
but also experienced in the develop- 
ment of smaller accounts. Please give 
full particulars with salary required in 
order to lead to an interview when 
specimens can be examined. Address 
letter to Joint-Managing , Director 
(* Visualiser ""), Saward, Baker & Co. 
Ltd., 27 Chancery Lane, W.C.2. 


SECRETARY required for Advertising 
and Publicity Manager's Mayfair 
office. Experience of advertising pro- 
cedure and ability to work on own 
initiative essential. Age 25-30. This 
is a position which offers an excellent 
opportunity to an energetic and en- 
thusiastic secretary. 

Box 4089 Ad. Weekly 180 Fleet St EC4 

A VACANCY OCCURS in a London 
Agency for a man who has had ex- 
perience of compiling and controlling 
the production of all ig@nds of printed 
matter. Some production and wpo- 
graphical knowledge and accurate 
proof-reading is essential. Please 
state experience and salary required 
Box 4087 Ad. Weekly 180 Fleet St BC4 


ARE YOU A PERSON WHO 
GRABS WHEN 
OPPORTUNITY KNOCKS? 


If so, perhaps this is the job for you. 
A film company requires a Junior Press 
Assistant—who can write lucid copy 
fast and accurately and who can cope 
with the inevitable routine work of a 
busy office. Commencing salary is 
£7—8 per week but the post is progres- 
sive and ability will be rewared accord- 
ing to results and experience. Reply to 


Box 4110 
Advertiser's Weekly 180 Fleet St £C4 


ADVERTISING ASSISTANT required 
by West End Book Publishers. Appli- 
cants should be 20-24, with experience 
in Advertising, knowledge of Layout, 
Production and Printing. Permanent 
position for person with initiative. 
Pension scheme, luncheon vouchers. 
Write, stating age, experience and 
salary required. 
Box 4101 Ad. Weekly 180 Fleet St BC4 


STILL LIFE ARTIST required near 
Bond Street. Top salary. Apply, 
Mr. Alsworth. MAY. 2251. 


AN 
IMPORTANT 
MEMBER 

of our creative team 


can be a young typographer who 
in addition to his talent for fault- 
less mark-ups has sufficient skill 
at lettering to indicate accu- 
rately the types he uses. 


T. G. Scott & Son Ltd., 
Crown House, 143/147 Regent 
Street, W.I. Reg. 3891. 


| 
| 
| 


the Publicity De- 
Instrument Group 
to specialise in the promotion of 
general instrumentation Experience 
in the preparation of leaflets. adver- 
tising, circulars, exhibitions, window 
display and general publicity neces- 
sary. Salary will be in accordance 
with experience and qualifications, and 
is based on generous scale. Pension 
arrangements are available. Please 
communicate with 

Box 4095 Ad. Weekly 180 Fleet St BC4 


25-30, required by 
partment of large 


ARTIST FOR STUDIO capable of pre- 


paring artwork from roughs supplied. 
Write, giving full details, 
Box 3964 Ad. Weekly 180 Pleet St BC4 


SALES REPRESENTATIVE 


Leading Sales Promotion Organ- 
isation requires Representative 
to contact manufacturers to 
offer complete, creative Sales 
Promotion Service. (Art, Photo- 
raphy, Printing & Display.) 
he successful applicant will be 
expected to negotiate the sale 
and “follow through” of packag- 
ing, point-of-sale material, 
printed sales literature and dealer- 
display. 
Please write of 
experience to : 
Box 4078 
Advertiser's Weekly 180 Fleet St EC4 


with details 


APPOINTMENTS VACANT 


PUBLICITY ASSISTANT. Young man, ROOTES LTD. have a vacancy in their 


Public Relations Department for an 
experienced Secretary. Hours 9 to 
5.30. Alternate Saturdays tree. Ex- 
cellent working conditions, canteen, 
social club and pension scheme. 
Apply, Personne! Officer, Rootes Lid., 
GROsvenor 3401. 


THE DEWAR-MILLS ASSOCIATES 


LTD. require Designers and Writers. 
Would be interested in good free- 
lances who require office space and 
could take on extra work in high 
quality design or industrial writing. 
Please ‘phone for appointment with 
Mr. Dewar-Mills (Design) and Mr. 
Winstone (Editorial), GERrard 0791. 
ASSISTANT required in Publicity De- 
partment of well-known mechanical 
engineers in S.E, London. Must have 
knowledge of catalogue layout, ability 
to write technical copy, line drawing 
experience and completed national 
service Five-day week, pension 
scheme, canteen. Write briefly, giving 
outline of previous career and stating 
salary required 
Box 4102 Ad. Weekly 180 Ficet St BC4 
ADVERTISEMENT MANAGER re- 
quired for well-known Production 
Management Journal. Write, stating 
qualifications, 
Box 4104 Ad. Weekly 180 Fleet St EBC4 


APPOINTMENTS WANTED 


NEW AND ORIGINAL IDEAS for 
advertising at moderate fee. Straight 
script, copywriting; specialist in 
humorous jingles, verses, etc., accom- 
Panying illustrations, seeks further 


INTELLIGENT YOUNG 


WATFORD AREA, First-class General 


Artist wanted, experience essential. 
Telephone or write for appointment. 
Bean Advertising Ltd.. 8 Station 
Road, Watford. Gadebrook 3491. 

LADY to 
train in Advertising Department at 
Manchester head Office of 
Day Furnishing Group ; 
about 17-25 years, able to type, possess 
a good educational background and 
have a genuine interest in a career in 
advertising Position carries good 
commencing wage and excellent pros- 
pects. Good working conditions, can- 
teen facilities Hours 9-5, Saturday 
morning rota Holidays this year 
agreed. Telephone for interview, Staff 
Supervisor, CENtral 7791, or write 
15, Hilton Street, Manchester, | 


Newspaper produced by large industrial 
organisation requires 


Experienced Part-time Sub-editor 


Ability to handle pictures and page make- 
up essential. Appreciation of special prob- 
lems attaching to house journalism 
desirable. Terms by arrangement. 

Apply Box 4103 


Advertiser's Weekly 180 Fleet St EC4 


TECHNICAL ARTIST 
ability 
using 


required with 
to produce layout for Adver- 
Also a first-class Retoucher 
wanted. Bonus and pension schemes 
operating. Write 
Box 3953 Ad. Weekly 180 Pleet St BC4 
ADVERTISEMENT REPRESENTA- 
TIVE required, free-lance, good con- 
nections with national advertisers and 
agents, mainly industry, also high- 
class fashion and luxury goods, for 
seven well-established magazines and 
year books without competition, with 
official backing for home and export 
trade. Large advertisement sections 
and feature advertising. 
Box 4111 Ad. Weekly 180 Fleet St EBC4 


PRODUCTION ASSISTANT 


For leading Sales Promotion 
Organisation. Must be fully 
experienced in ordering and 


checking blocks and processing 
~~ maintaining printing sched- 
ules. 


Write giving experience and 
salary required to : 


Box 4077 
Advertiser's Weekly 180 Fleet St EC4 


Phone your classifieds 


c nS OF Permanent post. 
_ Box 3852 Ad. Weekly 180 Fleet St EC4 
“ HAND-PICKED ” SECRETARIES 
igmore Agency, 67 
HUNter 9951/2/3. 


available.—The Wi 
Wigmore St.. W.1. 

STUDIO MANAGER, technical back- 
ground, agency and studio experience, 
design, layout, typography, still life, 
art buying and studio costing, seeks 
responsible position with prospects 
Box 4074 Ad. Weekly 180 Fieet St EC4 

WITH LIMITED EXPERIENCE in 
Advertising but with plenty of experi- 
ence in other fields Aambitious 
young man of 33 looks for a pro- 
mising opening in the Advertising 
world 
Box 4100 Ad. Weekly 180 Fleet St BC4 

GIRL, 17, leaving school this month, 
secks opportunity to join Agency 
Production Department where keen 
interest in artwork can be developed. 
No typing Gillian Cameron, 45, 
Wolset Crescent, Morden, Surrey. 
DERwent 6043. 

RETIRED ADVERT. MANAGER/ 
TRAVELLER offers representation to 
media with established connection in 
Lancs, Ches., etc 
Box 4065 Ad. Weekly 180 Fleet St EC4 

YOUNG MAN, 28, good education, 
seeks position as Assistant to Adver- 
tising Manager or Assistant Account 
Executive. 34 years advertising ¢x- 
perience, including 2} with a leading 
agency abroad. Please write to 
Box 4107 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality White and 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Euston $845. 42 Osnaburgh Street 
(Opposite Gt. Portiand St. Station) 


DISPRO LTD. Ask your 
the wonderful 


Peckham 
RODney 7171 (6 


’ — 
PERIODICAL PUBLISHERS and 
Printers are interested in purchasing 
Periodicals or even purchasing part 
interest of trade, technical of con- 
sumer publications. Reply in strict 
confidence. 
Box 3638 Ad. Weekly 180 Fleet St BC4 


SPACE-SELLING 


LONDON REPRE- 
SENTATION EXECUTIVE of many 
years’ experience selling advertise- 
ment space to Advertising Agents and 
National Advertisers, now operating 
on own account, would be interested 
in representing newspaper or Magazine 
publishers for London area on com- 
mission only Specialist in magazine 
advertisement space selling. 

Box 4075 Ad. Weekly 180 Fleet St EC4 


ACCOMMODATION 


WEST END STUDIO requires Septem- 


ber, 1956, accommodation. 
lift Approx. 1,000 sq. ft. 
MAY. 2251. 


efer 
Contact 


To be Let 


CLEMENTS INN 


STRAND 
MODERNISED OFFICE BUILDING 
sq. 8000 fc. 
also 
FIRST FLOOR SUITE 
sq. 1500 fr. 

Particulars from 


DONALDSON & SONS 
94, -“- St., S.W.! 
WHI 4516 


HAYMARKET, 


$.W.1. Second floor 
suite, S rooms. Rent £800 p.a. exclu- 
sive. Donaldson & Sons, 94, Jermyn 
Street, S.W.1. 


SALES AND WANTS 


FOR SALE: Masseeley No. 31 Embos- 
sing Machine complete with 8 sets of 
type and 3 sets of figures (Sans Serif 


ries). The above machine is only 
two years old and is in excellent con- 
dition. Offers to 


Box 4063 Ad. Weekly 180 Fleet St BC4 


MISCELLANEOUS 


PIN-UPS AND STOCK HEADS for 
Advertising Agents, etc. For particu- 
lars of studio facilities and more than 
1.250 models, including coloured 
people, contact Philip Gotlop, Phowwo- 
graphs Lid., 24, Kensington Church 
St.. W.8. WEStern 4130 


PERSONAL 


GARRISH. The Memorial Service for 
H. J. Garrish, late director of the 
Amalgamated Press Ltd., will be held 
at St. Dunstan-in-the-West, Fiect 
Street, E.C.4, on Friday, July 20, at 
12.30 p.m. 


FREc LANCE SERVICES 


TECHNICAL ILLUSTRATOR  seck» 
commissions. Accuracy in line or tone 
from engineers’ prints, also air-brush 
work. thing too intricate. 

Box 3889 Ad. Weekly 180 Fleet St EC4 

FREE LANCE ARTIST can be used by 
small but versatile sales promotion 
unit, Ring MAI 0808. 


EXPERIENCED 
MAIL-ORDER ARTISTS 


required for fashion and children's 
wear in colour and mono-tone. 


"Phone CHAncery 3901 for 
appointment. 


RADIO SCRIPT WRITER required on 
free-lance basis for occasional com- 
missions. Proved experience in writ- 
ing commercials necessary 
Box 4105 Ad. Weekly 180 Fleet St EC4 

FIRST-CLASS FIGURE ARTIST secks 
commissions. 

Box 3691 Ad. Weekly 180 Fleet St EC4 


TEAM OF TWO employed by large 
national advertisers Can handle 
additional finished artwork, creative 


ideas, layouts, etc. 
Box 4109 Ad. Weekly 180 Fleet St EC4 


to WAT 3388 (Ex. 25) 
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The world of letters 


reads 


STOP PRESS 


Truefitt joins 
the board 


Pie, & Abel, R. F. Hammond and 
Vv. Truefitt have been 
scestuted to the board of directors 
of Associated Newspapers Ltd. Mr. 
Abel, who until recently has been 
manager of the “Daily Sketch,” 
becomes assistant general manager 
of Associated Newspapers. Mr. 
Hammond will be director in charge 
of all production matters for Asso- 
ciated Newspapers and the “Daily 
Sketch.” Mr. Truefitt remains 
advertisement director of the com- 
pany. 


NATSOPA and the National 
Union of Printing, Bookbinding 
and Paper Workers due to discuss 
on Wednesday employers’ latest 
wage offer (see page 3). Scottish 
Typographical Association expected 
to meet today (Friday). 


Date for the coming into opera- 
tion of the new rates recently 
announced by London Poster 
Advertising Association has been 
altered from October 1, 1956, to 
January 1, 1957, except (i) fixed 
period orders expiring after Decem- 
ber 31, 1956, where the new rates 
will apply on the renewal ; and (ii) 
new orders for contracts coming 
into operation between October 1 
and December 31, where the new 
rates will operate as from the date 
of the coming into operation of the 
new order. 


Commander David C. Kinloch, 
director, ISBA, reports numerous 
applications for ISBA’s one-day 
conference at Park Lane Hotel on 
September 21 to discuss the value 
of independent TV after one year's 
operation. 


Over 100,000 people watched the 
ninth British Grand Prix at Silver- 
stone last Saturday, organised by 
the “Daily Express.” It is believed 
to be a record crowd for a Grand 
Prix in this country. 


Two new members of the adver- 
tisement dgpartment of ABC Tele- 
vision Ltd. are Edward Whitley, 
who has joined as research manager, 
after five years with S. H. Benson 
Ltd. in the market research and 
media research departments, and 
Geoffrey Phillips, formerly with 
Hulton Press Ltd., where for nearly 
two years he was in the advertise- 
ment department. Mr. Phillips is 
working with R. H. Norris, the 
London ad sales manager. 


Extensive campaign planned to 
announce the publication by “The 
Star” of 12 short stories by TV and 
radio comedian Ted Ray. They 
will appear in “The Star” each day, 
starting next Monday. Posters on 
buses, tubes and suburban railways 
will be used. 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, London, W.C.2, for the proprietors, Business Publications Limited, 


registered offices: 180 Fleet Street, London, E. C.4, England (Waterloo 3388). 


Advertisement, Editorial and Sales office: Mercury House, 109-1i% Waterloo Rod, London, S.E.1 (Waterloo 3388.) 
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